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The Latest Sensation... Magnetic Cranes! 


Fun Merchants presents a 
unique addition to our 
redemption lineup. The 
Watch Box features a 
magnetic Belgium mecha- 
nism able to pickup a watch 
box. With all the features 
you ve come to expect trom 
our cranes including: quality 
construction, coin counter 
meters, microprocessor 
boards, reliable adjustable 
Belgium mechanism, attract 
mode, dual coin mechs, 
adjustable pricing and a 
dollar bill validator option. 


DIMENSIONS 
Width - 31” 


Height - 78” 
Depth - 33” 





The watch box is 
not limited to 
watches or jewelry. 
You can use any 
gift items which will 
fit in the box. The 
only limit is your 
imagination! 
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/ DATA EAST SHIPS THE MASK 

Data East advises that it is now shipping production 
models of its redemption game, The Mask, which is li- 
censed from New Line Cinema. The big-screen film of 
the same name starred funnyman Jim Carrey and 
spurred the launch of an animated series slated to air 
this fall on CBS, a movie sequel for 1996, and a Kenner 
toy line. Mike Kubin, coin-op general manager for Data 
East, said, “We plan on The Mask being extremely suc- 
cessful. With its licensing power there should be a sub- 
stantial life to this product.” For more details, contact 
your local Data East distributor. 


/ LOUISIANA BUILDS POSITIVE VIDEO POKER IMAGE 

Jurisdictions with legalized video poker know that 
after the long legislative struggle and anxiety-ridden 
start-up period, nothing is more difficult than keeping 
the program in place. Like South Dakota, Louisiana has 
experienced arise in machine license fees and the per- 
centage of funds funneled to the state, as well as chal- 
lenges to the program's very existence. 

To solidify a positive image and to combat legislative 
proposals that would allow local option vote on the 
three-year-old legalized video poker industry in 
Louisiana, companies that operate and distribute the 
games have banded together to sponsor a series of four 
30-second television spots. The spots highlight results 
of two economic impact studies sponsored by the in- 
dustry that point to the creation of 9,000 jobs as a result 
of video poker, as well as the fact that machine revenue 
reduces the need for local tax increases and helps fund 
crime-fighting measures. 


/ SJOLANDER BECOMES DIRECTOR OF IFECA 

Carole Sjolander has been named the first execu- 
tive director of the International Family Entertainment 
Center Association. The association, which was found- 
ed in 1993, has been managed by Fun Expo developer 
Bellwether Expositions. The Fun Expo is the official 
trade show of the IFECA. 

Sjolander, who has been in association management 
for 15 years, praised Bailey Beeken of Bellwether and 
IFECA president Joey Herd for “a tremendous job of 
launching the IFECA’” and detailed her priorities as “fo- 
cusing on membership services and development and 
working with the IFECA board and committees.” The 
IFECA office will be located in Weare, N.H.; the phone 
number is (603) 529-0076. 


/ AMERICAN COIN MACHINE DISTRIBUTING REORGANIZES 

American Coin Machine Distributing has made a se- 
ries of management changes in both its Seattle, Wash., 
and Portland, Ore., offices. In Seattle, Matt Davison has 
been named vice president of sales and marketing; 
Jerry Estes continues as branch manager. In Portland, 
Tom Grieve becomes branch manager after being in 
vending sales in Seattle, while Gene Ulrich takes the 
reins of vice president of finance. Ulrich will be based 
in the Seattle office. Former president Mike 
McWilliams is no longer with the company. 


/ TWI DEBUTS T-MEK MEKROPOLIS 

Time Warner Interactive introduces T-Mek 
Mekropolis, a themed battle center based on its popu- 
lar arcade game, T-Mek. Players pass through a train- 
ing room for an overview of game controls and strate- 
gy, enter the launch bay, then take the helm of a 
futuristic hover tank and proceed into battle. They 
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must elude destruction while hunting and destroying 
opponents, later emerging with a rank card. T-Mek T- 
shirts, hats, and posters are available at the command 
counter and merchandise display. For more about this 
new group entertainment experience, contact Elaine 
Shirley, (713) 251-0697; FAX (713) 251-0698. 


/ ACCLAIM DEVELOPS NEW TECHNOLOGY 

Acclaim announces the creation of a new data com- 
pression audio technology with capabilities of produc- 
ing motion picture sound quality for the company’s up- 
coming coin-op games. According to Tom Petit, 
president of Acclaim Coin-Operated Entertainment, 
the new technology “has the potential to radically 
change the coin-op industry's approach to audio, as 
well as the possibility of expanding the technology’s ap- 
plications across a broad range of interactive enter- 
tainment media.” Acclaim’s first coin-op title, Batman 
Forever, will utilize this technology. 


/ INDUSTRY VETERANS ON THE MOVE 

Mort Ansky has resigned as vice president of sales 
and marketing for U.S. Games, the Norcross, Ga., man- 
ufacturer of countertops and casino-style video lottery 
terminals for Indian gaming and all regulated markets. 
Ansky spent four years with the company. In his 14 
years of industry service he has held executive sales 
positions at other companies, including Merit Indus- 
tries. 

In mid-June Frank Ballouz will be leaving Capcom 
USA, the Sunnyvale, Calif., maker of video games, re- 
demption equipment, and photo booths. Ballouz is the 
company’s senior vice president. He has logged 
decades in the industry, first with Atari and then with 
Nintendo of America before forming his own company, 
Fabtek, prior to the post at Capcom USA. 


/ LAST BUT NOT LEAST 

e Leroy Chamberlain is the new owner of A-1 Prod- 
ucts, the North Carolina-based supplier of arcade ac- 
cessories. The company will operate under the name 
A-1 Industries. New office facilities are located at 8264 
River Road S.E., Southport, NC 28461. Chamberlain 
can be reached at (800) 849-7763. 

e Atronic Casino Technology Ltd., formerly Betstar 
of Carlstadt, N.J., has moved to new headquarters at 
4105 N. 20th St., Suite 260, Phoenix, AZ 85016. Michael 
Gauselmann serves as chief executive officer, Georg 
Steiner as chief financial officer, and Dick Vink as chief 
operations officer. Atronic is a division of Germany’s 
Gauselmann Group, which develops, manufactures, 
and distributes casino gaming devices and video lot- 
tery terminals. Atronic can be reached at (602) 957-8171 
or (800) 864-7670; FAX (602) 957-9014. 

¢ Dan Highcove of redemption merchandise suppli- 
er Rhode Island Novelty informs us that the company 
has moved to 19 Industrial Lane, Johnston, RI 02919. 
New phone and FAX numbers are, respectively, (800) 
528-5599 and (800) 448-1775. 

e Apologies are in order to a patient gentleman in 
Rochester, New York, who has received numerous FAX 
messages meant for Mondial Distributing, due to an er- 
ror in our 1995 Directory. For the record, the correct 
FAX number for the Mondial office in Rochester is (716) 
248-8777. We regret any inconvenience this has caused 
Mondial or its customers. & 
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‘Quality is Our Family Tradition’ 









800-227-5313 


FAX: 408-649-3 










Quality control personnel at Hoffman & Hoffman 

checking diameter of token with micrometer 

e Immediate same-day ship- 
ment on stock tokens 


e Quality artwork and design 
service at no charge 


e Hoffman & Hoffman tokens 
are minted under the most 
rigid quality control 
standards. 


e We match Old World crafts- 
manship with advanced 
technology. 


e Hoffman & Hoffman has 
the best prices and fastest 
delivery for stock or custom 
tokens. 


e You can buy the best 
tokens for less. Check 
Our prices and see. 


HOFFMAN & HOFFMAN 


P.O. Box 896, Carmel, CA 93921 



















PLAY METER 





PLAY \FETER 


agazine 


Founder’ Ralph C. Lally Il 
Publisher Carol P. Lally 
President Carol Ann Lally Durand 


Editor Valerie Cognevich 
Managing Editor Bonnie Theard 
Associate Editor Steve White 
Art Director Jane Z. Nisbet 
Production Assistant Mary Henderson 
Contributing Writers Irving Blackman, Francine 
Burrier, Rich Holley, Greg 
Reeves, Frank Seninsky, 
Dave Stubblefield, 
Paul Virgadamo 
Technical Writer Randy Fromm 
Director of Advertising Ron Kogos 
Advertising Representative Sumio Oka 
Tokyo, Japan 3502-0656 
Classified Advertising Carol Lea LeBell 
Circulation/Office Manager Renée C. Pierson 


Editorial Offices P.O. Box 24970 
New Orleans, LA 70184 

Telephone (504) 488-7003 

FAX (504) 488-7083 


PLAY METER MAGAZINE, June 1995, Volume 21, No.7. Copyright 1995 by Skybird 
Publishing Company. PLAY METER MAGAZINE (ISSN 1048-8243) is publisned 
monthly, except for the two issues in January. Publishing office: 6600 Fleur de 
Lis, New Orleans, LA 70124. MAILING ADDRESS: P.O. BOX 24970, New Orleans, LA 
70184, USA Phone: 504/488-7003; FAX 504/488-7083. Subscription rates: U.S. and 
Canada--$60. Advertising rates are available upon request. NO PART OF THE 
MAGAZINE MAY BE REPRODUCED WITHOUT EXPRESS PERMISSION. The editors are 
not responsible for unsolicited manuscripts. PLAY METER MAGAZINE buys ALL 
RIGHTS, unless otherwise specified, to accepted manuscripts, cartoons, art- 
work, and photographs. Second-class postage paid at New Orleans, LA 70113 
and additional mailing offices. POSTMASTER Send Form 3579 to Play Meter Mag- 
azine, P.O. Box 24970, New Orleans, LA 70184. 


4 JUNE 1995 


UA == 


¢ Accepts $1, $5, $10, ‘$20 us.” ey, 

¢ Advanced Optical Recognition. 

¢ Breakthrough Magnetic Recognition. 
¢ Original Non-Contact® Magnetic Head, 
First in the Industry. 

Easy Access to the Note Pathway. 

* Up/Down Mounting. 

User Friendly Front Light nore’. 
Exceptionally High Acceptance Kate. 
* Unquestionably Affordable. 
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SPECIAL NOTICE! 


Purchase your used Equipment 
from: 


New OrLEANS 
Nove tryCo. 


3030 No. Arnoult Road 
Metairie, LA 70002 


(504) 888-3500 
FAX: (504) 888-3506 


OK « 


Phone (606) 231-7100 » FAX (606) 231-7108 
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Planet Earth Entertainment, maker of the popular Dinoscore and 
the new Ticket Snatcher and Super 64 Selection self-contained re- 
demption center, is dedicated to developing products that are 
profitable for street operators. Standing by a bank of colorful Plan- 
et Earth games, (l-r): Debbie Gonzalez, Saul Flores, Valerie Bech- 
told, and Bill Faith with daughter Angel and son Max. 
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Jean-Claude Van Damme stars as Colonel Guile in this first-ever star-studded 
digitized video game adapted from the blockbuster movie of the same name! 
e 32-bit processor/260 megabits of graphics © Most popular characters brought to life through digitized technology 
e Includes signature Street Fighter Il turbo moves ¢ Over twelve movie footage background scenes with 
texture-mapped graphics ¢ Multi-hit combinations © 50 all-new action moves 
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FROM THE EDITOR 


Hello, Triple A, | need a tow 


EC, CEC, AEC, LBE—it’s obvious that we 
have some new lingo to learn if we’re going 
to survive in the family entertainment cen- 
ter, children’s entertainment center, adult 
entertainment center, and location-based 
entertainment industry. 

When you turn to the section we've set 
aside to discuss this growing industry, you'll 
see exactly what the definition is and what 
constitutes an FEC or CEC. There are so 
many aspects of this developing industry 
that it will take some time to understand it. 
We've taken aclose look at some outstanding 
locations, talked about various attractions, 
discussed birthday parties, and read how 
consultants and associations view it. 

In dissecting the FEC industry, one thing 
becomes quite evident, a 
location will not’ be 
around long if it’s not kept 
fresh, clean, and well- 
managed. Arcades of the 
early video days had just 
such a future. Those who 
did it right, knew what 
they were doing, had the 
money to update, hired 
the right people, and con- 
stantly were on the look- 
out for new ideas are 
probably still around. 
Those out for the quick 
buck have long since tak- 
en up another venture. 

I remember vividly back 
when Chuck E. Cheese 
and ShowBiz were sepa- 
rate businesses. My 
youngest children were 
still in the age bracket 
that was attracted to 
ShowBiz’s animated characters and they 
loved the kiddie rides, sea of balls, and 
everything that ShowBiz represented. The 
only problem was that ShowBiz was about 10 
miles from my house so it was a little drive to 
go there. 

When they opened a Chuck E. Cheese 
restaurant only a mile or so from me, I was 
ecstatic. Now we could zip over, enjoy a piz- 
za, sandwich, or salad, play afew games, and 
be back home before our favorite television 
shows began. It was all I expected—for the 
first two or three visits. 

After that, I noticed that the games were 
not as clean and none had been rotated. In 
fact, many of them were not working. I'll nev- 
er forget losing my money in the Skee-Ball. I 
asked for a refund, which I was given witha 
huff. When my son lost his quarter in another 
Skee-Ball lane, the girl behind the counter 
asked me why I was so stupid to put more 
money in it. I guess she didn't realize that 
there were about 12 lanes and by now I'm fig- 
uring I'll be back when we lose another quar- 
ter in still another lane. I also figured it 
would be a long, unpleasant evening with 10 
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lanes to go and an attendant out for a fight. 

When I went to the salad bar, I was ap- 
palled to see the lettuce was not only wilted 
but rotten. It was disgusting and I vowed 
then and there that I’d never be back. The 
kids didn’t even put up a fight when I said it 
was time to go. 

Ironically, around this time I happened to 
see Gene Cramm of ShowBiz at a trade show 
and couldn't help but compliment him on his 
place and express my anger about the other. 
Even though ShowBiz was clean, the food 
was fresh, the people were friendly, and the 
games were working, he was already think- 
ing of ways to improve it. “I think we're going 
to add fresh mushrooms to the salad bar,” he 
said. 

That ShowBiz location is still in the same 
location, still doing a booming business be- 
cause of the attitude Gene displayed. Of 
course, ShowBiz and Chuck E. Cheese have 
merged and I believe the original ShowBiz 
place is now called Chuck E. Cheese. Or as 
my four pre-school nieces say, “Chunky 
Cheese.” 

There is a lesson here for everyone con- 
templating opening an FEC: it’s not a one- 
time investment; it’s an ongoing process that 
never ends. I guess Disney World is the ulti- 
mate example. The people who work there 
must take courses in making people happy 
and how to go out of their way to make them 
happy. The attractions are kept spotlessly 
clean, no trash is ever seen, and new events 
are added on a regular basis. It’s an experi- 
ence we all want to relive again and again. 

Although an FEC can’t expect to be com- 
pared to Disney World, hey, the concepts are 
the same. Your employees can make or 
break you. Cleanliness is next to...well, you 
know what I’m going to say. No promotion in 
the world will get people back into a location 
that doesn’t take pride in its appearance. 

Bill Faith, in our cover story this month, 
said that it’s easy to get the first few quarters 
in a game. The challenge is to get repeat 
players. The same can be said of an FEC. It’s 
no mystery how to get people in for the first 
time, but getting them back time and again 
should consume your thoughts and plans. 

I’m a parent first even though I happen to 
love this industry. I’ve gotten turned off by 
some locations that I know simply aren’t up 
to par. Therefore, I’m not so willing to take 
the kids back. However, the key here is that I 
know the difference. How many parents 
know enough about what to expect when vis- 
iting an FEC, or an arcade for that matter? 
Their visit to a grungy place could very well 
be their only impression. 

We're in for some bumps along the FEC 
highway, but those with good suspension will 
travel along smoothly. Those who have not 
paid attention to their foundations will soon 
be flagging down help along the way. Waiting 
for Triple A could be their downfall! A 
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60 YEARS AGO David C. 
Rockola introduced his first 
jukebox, the 12 play “Multi- 
Selector’. “He'd created what 
was to become a legend. 
To celebrate this great 
event, we are proud to 
present the most exciting 
jukebox on the market 
today; the new 
Anniversary Legend. 
Dramatic new styling, 
brighter colors and 
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tinted glass are just 
some of the features 
that make this 
Legend a knockout. 


ea Another feature, 
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TITERS to attract more play 


is the taller cabinet, 
showing off both 
the visible mecha- 
nism and the indus- 
trys largest and 
fastest title display. 
Only a limited 
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number of the 

= Anniversary 

Legend will be 
produced 


this year. 
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-Apparatus2 
1935 Multi-Selector Company Manufacturing Corporation 
5233 North Pearl Street, Rosemont, Illinois GO0018 


(708) 928-2121" Fax-2128 








ROCK-OLA, ROCK-OLA LEGEND & ANTIQUE APPARATUS Are registered trademarks of Rock-Ola Mfg. Corp. ©1995 All rights reserved 
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ALLEY BOWLERS 
Skee-Ball 
Skee-Ball Lightning 
Smartball 

Striker 

Alley Cats 


SPORTS GAMES 
Rage in the Cage 
Around the World 
Shoot to Win! 
Hoop Shot 

Full Court Frenzy 
Arm Champs 

Two Minute Drill 
Champ. Basketball 
Slugfest 

UB QB Football 


. Putting Challenge 
. Po-A-Shot 


COIN PUSHERS 


. Jungle Jive 

. Klondike 

. Rock N’ Roll 

. Wedges/Ledges 


CRANES 


. Classic Watch Crane 
. Clean Sweep 


Big Choice 
Candy Crane 
Action Claw 
Skill Crane 
Candy Man 
Hollywood Crane 
Challenger 
Candy Shop 


CHILDREN’S GAMES 
Toss Em 

Half Pint Frenzy 
Mini Dunx 

Smart Toss Em 
Shoot to Win! Jr. 
Jr. All American 
Hightops 

KIddie Whac-A-Mole 
Li’1 Dump the Ump 
Godzilla Wars Jr. 


. Skee Toss B.C. 


The Flintstones 


Super Mario Mushroom 


Bozo Basketball 
Barnyard Babies 
Awesome Toss Em 
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POINT 
MFG. VALUE 
(Skee-Ball) 7.59 
(Skee-Ball) 7.57 
(Smart) 7.00 
(Design Plus) 7.00 
(Jaleco) 6.50 
(Fun Merchants) 7.67 
(UETD) 7.33 
(Smart) 7.28 
(Doyle) 7.18 
(CE) 7.00 
(Jaleco) 7.00 
(Taito) 7.00 
(Grayhound) 6.67 
(Williams) 6.55 
(Nat'l Sports) 6.53 
(ICE) 5.20 
(Pop-A-Shot) 5.00 
(Coastal) 8.88 
(Fun Merchants) 7.70 
(Fun Merchants) 6.20 
(Fun Merchants) 5.67 
(Smart) 8.00 
(Smart) 7.86 
(Fun Merchants) 7.33 
(Smart) 7.29 
(Fun Merchants) 7.00 
(Grayhound) 6.78 
(Fun Merchants) 6.00 
(Maxwell) 5.92 
(Wedges/Ledges) 5.44 
(Grayhound) 5.33 
(UETD) 9.25 
(ICE) 8.50 
(ICE) 8.50 
(Smart) 8.43 
(Smart) 8.11 
(UETD) 7.25 
(Nat'l. Sports) 7.00 
(Bob's Space) 7.00 
(Doyle) 6.43 
(Namco) 6.25 
(Skee-Ball) 6.14 
(ICE) 6.00 
(Premier) 5.83 
(Design Plus) 5.07 
(Skee-Ball) 5.25 
(Lazer-Tron) 5.20 
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GAME 


ROLL DOWNS 
Spin To Win 
Jungle Rama 
Rock N’ Roll 
Clown Rolldown 
Pizza Roll 


COIN DROP GAMES 
Wheel ‘Em In 

Home Run Hitter 
Aftershock 

Roll for Gold 

Super Bank It II 
Rock-N-Bowl 

Coin Circus 

Super Bank It 
Addams Family Values 
Sonic the Hedgehog 


NOVELTY 
Cyclone 
Spider Stompin’ 
Buddy Bear 
Dinoscore 
Robo Bop 
Dinoworld 
Flingshot 
Ribbit Racin’ 
Killer T-Rex 
Pogger 


. Circus Hi Rise 
. Flip-N-Win 


Feed Big Bertha 
Wacky Gator 
Dump the Ump 


. Knock Down 


Pop-A-Ball 
Neck-N-Neck 


. Sidewinder 


Hop-A-Tic-Tac-Toe 


. Big Mouth 

. Boom Ball 

. Whac-A-Mole 

. Simple Simon 

. Hungry Hungry Hippos 
. Cracky Crab 

. Bowler Roller 

. Bouncing Bandit 

. Double Cheese 

. Cosmo Gang 
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MFG. 


(Lazer-Tron) 
(Lazer-Tron) 
(Bay Tek) 
(Bay Tek) 
(Bay Tek) 


(Bromley) 
(CCD 
(Lazer-Tron) 
(Benchmark) 
(Lazer-Tron) 
(Bromley) 
(Am. Sammy) 
(Lazer-Tron) 
(Midway) 
(Sega) 


(ICE) 

(Jaleco) 
(Smart) 
(Planet Earth) 
(Coastal) 
(Planet Earth) 
(Planet Earth) 
(Lazer-Tron) 
(Smart) 
(Lazer-Tron 
(Skee-Ball) 
(Planet Earth) 
(Smart) 

(Data East) 
(Doyle) 
(Meltec) 
(Coastal) 
(Bundra) 
(Bob's Space) 
(Data East) 
(Meltec) 
(Meltec) 
(Bob's Space) 
(Am. Sammy) 
(ICE) 
(Namco) 
(Bob's Space) 
(CCD 
(Midway) 
(Data East) 
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MO.ON MO. IN POINT LONGEVITY 
GAME CHART TOP 10 GAME VALUE POINTS 
1. Mortal Kombat 3 (Midway) 1 1 1. Daytona USA (Sega) 9.43 535 
2. Daytona USA (Sega) 9 9 2. Cruisin’ USA (Midway) 9.02 405 
3. Cruisin’ USA (Midway) 7 7 3. Killer Instinct (Midway) 8.67 293 
4. Killer Instinct (Midway) 5 5 4. Suzuka 8 Hours 2 (Namco) 8.43 709 
5. Suzuka 8 Hours 2 (Namco) is Is 5. Solitaire Challenge (Dynamo) _ 8.10 510 
- emt na (Dynamo) 7 ‘ 6. Suzuka 8 Hours (Namco) 8.00 683 
. Stargate (Premier 
8. Suzuka 8 Hours (Namco) 13 13 fe. Sia OP cee — sie 
8. Tekken (Namco) 7.93 206 
9. Virtua Cop (Sega) 4 3 
10. Star Trek: TNG (Williams) 17 16 9. Virtua Fighter 2 (Sega) 7.79 213 
11. Taklen (Namco) 4 4 10. Out Runners (Sega) 7.59 1064 
12. Theatre of Magic (Bally) 1 1 11. Virtua Racing (Sega) 7.18 1593 
13. Virtua Fighter 2 (Sega) 4 4 12. Ridge Racer (Namco) V.LT 651 
14. X-Men (Capcom) 4 4 13. T-Mek (TWD 7.15 343 
15. Shaq Attaq (Premier) 5 5 14. Lucky & Wild (Namco) 7.06 718 
16. The Addams Family (Bally) 39 39 15. Lethal Enforcers II (Konami) 6.93 532 
17. Out Runners (Sega) 21 19 
18. Rescue 911 (Premier) 13 10 vii 3) 6) KITS 
19. Bust-A-Move (Taito) Ms 3 
20. Road Show (Williams) 6 6 1. Mortal Kombat 3 (Midway) 9.87 60 
21. Virtua Racing (Sega) a1 27 2. X-Men (Capcom) 7.72 220 
22. Frankenstein (Sega) 3 3 3. Bust-A-Move (Taito) 7.33 124 
23. Ridge Racer (Namco) 16 9 4. Raiden DX (Fabtek) 6.83 172 
24. World Cup Soccer (Bally) 11 11 5. Lethal Enforcers (Konami 6.66 1430 
95. T-Mek (TWD 9 9 6. Gal's Panic II (Kaneko) 6.58 252 
26. The Shadow (Williams) 4 4 ty eee ene CNS! yell __ 
8. Great 1000 Mile Rally (Kaneko) 6.50 94 
27. Lucky & Wild (Namco) ae 4 9. D&D Tower of Doom (Capcom) 6.45 412 
28. Lethal Enforcers Il (Konami 13 4 10. Raiden II (Fabtek) 6.38 648 
29. COPS (TWD 3 0 11. Samurai Shodown II (SNK) 6.29 183 
30. Dirty Harry (Williams) 1 0 12. Drug Wars (Am. Laser) 6.18 1092 
31. Demolition Man (Williams) 13 9 13. Wild West COW Boys (Konamw 6.00 18 
32. Fast Draw (Am. Laser) 9 2 14. NBA JAM Tourn. (Midway) 5.94 418 
; 15. Street Slam (Data East) 5.80 27 
— Meera Saal ; - : 16. Mortal Kombat 2 (Midway) 5.64 958 
35. Lethal Enforcers (Konami) 32 32 ii, muper eicelieks 2 thie) eee ae 
18. Alien vs. Predator (Capcom 5.58 253 
36. Freddy (Premier) ¢ 5 19. DarkStalkers (Capcom) 5.51 216 
37. Gals Panic II (Kaneko) 11 7 20. Aero Fighters (McO’River) 5.46 1 
38. Run and Gun (Konami) 18 7 21. World Rally (TWD 5.45 407 
39. Aero Fighters 2 (SNK) 9 4 22. Twin Eagle II (Seta) 5.40 . 
40. Revolution-X (Midway) 1 4 23. SSFII Turbo (Capcom) §.34 163 
41. Maverick (Sega) 6 3 24. frm of niece loa ' 5.33 88 
42. Great 1000 Mile Rally (Kaneko) 4 3 25. Windjammers (Data Last 5.22 100 
43. The Flintstones (Williams) 8 4 26. World Heroes Jet (SNK) 5.00 seid 
44. Twilight Zone (Bally) 26 21 
45. D&D Tower of Doom (Capcom) 12 12 P| i BALLS 
46. Ace Driver (Namco) 2 0 
47. Baywatch (Sega) 1 0 1. Stargate (Premier) 8.09 54 
48. Raiden II (Fabtek) 18 18 = allrahimape ar olbldageesaltoad 7.97 ane 
49. Indiana Jones (Williams) 20 14 3. Theatre of Magic (Bally ) Liat ~ 
66. Hoin’ Blank Manco) 9 0 4. Shaq Attag (Premier) 7.71 Zaf 
5. The Addams Family (Bally) 7.66 2190 
51. Samurai Shodown II (SNK) 7 4 R (P aad 7.38 490 
52. Virtua Fighter (Sega) 15 10 ee ee , 
8 7. Road Show (Williams) 7.23 277 
53. Guns N Roses (Data East) 8 3 8. Frankenstein (Sega) 7.19 110 
54. Ridge Racer 2 (Namco) 6 J 9. World Cup Soccer (Bally) 7.15 510 
55. Drug Wars (Am. Laser) 15 10 10. The Shadow (Williams) 7.13 170 
56. Crime Patrol (Am. Laser) 19 5 11. Dirty Harry (Williams) 6.88 3] 
57. Tales from the Crypt (Data East) 17 7 12. Demoliton Man (Williams) 6.87 410 
58. Fish Tales (Williams) 33 18 13. Freddy (Premier) 6.63 235 
59. Jurassic Park (Data East) 24 15 14. Maverick (Sega) 6.50 159 
60. Racin’ Force (Konami) 8 3 15. The Flintstones (Williams) 6.50 199 
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LETTERS 


Why there? 


As I sit here stranded in Las 
Vegas due to the snow storm in 
Reno, I can’t help but wonder 
why the powers that be of both 
the AMOA and ACME have not 
figured out what a great many 
trade associations have already 
figured out: stop moving the 
shows around the country! 

When the show is held in Las 
Vegas the operator turnout is al- 
ways great. And isn’t at least the 
AMOA show for the operators, if 
not the ACME show’? 

Las Vegas is probably one of 
the only cities that can accommo- 
date a show the size of the Con- 
sumer Electronics Show, or the 
even bigger Comdex, and not 
even miss a beat. 

If the powers that be would 
bother to ask, I’m sure that they 
would find out a great many hor- 
ror stories about not only the re- 
cent fiasco trying to get to Reno, 
but also the “wonderful” bug-in- 


A-BEST is not like the usual Wire Harness manufacturer 


fested rooms in San Antonio and 
the exorbitant prices in Chicago 
and Anaheim. 

While Orlando, Fla., may be a 
good choice and draw a lot of op- 
erators with their families, most 
of us can’t take a week off. We 
can’t take the kids out of school, 
which will mean a three- or four- 
day trip with only one or two of 
them at the show. 

Come on guys and gals, wake 
up and ask the operator where 
he wants to go to see the latest 
and greatest that the industry 
has to offer. And ask the ex- 
hibitors—not the manufacturers 
that rely on the distributors that 
will attend, even if the show was 
held in my hometown of Buffalo, 
N.Y.,—but the suppliers what 
show they write the most busi- 
ness at. 


Marc S. Whitelaw 
Action Video and Vending 
Buffalo, N.Y. 


Didn't get the joke 


Iam writing to take great ex- 
ception to what Frank Seninsky 
described to me as an attempt at 
humor on his part in his com- 


ment about our latest pinball ma- 
chine, Baywatch (Play Meter, 
May 1995). It took me some time 
to reflect before understanding 
that Frank’s comment was not a 
reference to the earning power 
of Baywatch, but was a reference 
to real women’s legs. 

Certainly Baywatch, reported 
to be the most popular television 
show in the world, is a long-last- 
ing title that leads to a game con- 
taining beautiful women, but 
Frank’s humor was too obscure 
for me. 

We take very seriously our vo- 
cation, the design, and manufac- 
ture of pinball machines for op- 
erator use and earnings. If 
criticized, I would accept a criti- 
cism that we have too little hu- 
mor on the subject. 

Readers may consider this 
self-serving, but I must state that 
Baywatch is a very good game, 
with a great title, working well in 
the field, and has many great 
pairs of legs (and other anatomi- 
cal parts!). A 


Gary Stern 
President 
Sega Pinball Inc. 


A-BEST za 





A Wire Harness in not a normal simple 
product; it’s production consists of a lot of 
complex technical machinery. 

A-BEST spends lots of time analyzing the 
detailed production process for Wire Har- 


nesses. 


A-BEST is very serious about its profes- 
sional techniques in analyzing, developing 
and producing Wire Harnesses. 

A-BEST doesn’t just pursue business, we 
also persue a perfect quality product. 


a 


We provide: 
¢ All components on the Wire Harness 


¢ Professional analysis & design according 
to your Machine’s size. 

¢ Designing and gathering the mass of 
seperate and small wire harnesses into 
just one set, in order to save time in 
installation 


A-BEST WIRE HARNESS & COMPONENTS CO. 
P.O. BOX 46-518 « Taipei, Taiwan  R.O.C. * Fax: 011-886-2-700-3405 « Tel: 011-866-709-2568 
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Bonnie Theard 
Managing Editor 


PLAY METER 


UP FRONT 


Everybody wants 


to be a star 


n the past two years, since the term 
“family entertainment center” came 
into vogue, every location with a few 
games and a hot dog wagon wants to 
be identified as an FEC. Arcades, 
bowling centers, and skating rinks 
are among the locations that are 
changing their image and marketing 
themselves as destinations where 
families can enjoy multiple activities 
together. 

In January 1994 Play Meter decid- 
ed to focus more at- 
tention on this new 
category of location. 
We discovered 10 in- 
fluencing factors that 
contributed to the 
crop of family fun 
centers that had be- 
gun to dot the land- 
scape: 1) the recent 
baby boom, 2) more 
working moms, | 3) 
safe environment, 4) 
cheap land, 5) multi- 
ple attractions with 
something for every- 
one to do, 6) arise in 
the cost of traditional 
family entertainment 
(sporting events, 
movies), 7) closer proximity than a 
theme park, 8) the search for quality 
time as a family, 9) the value-added 
concept (do a lot for a little), and 10) 
businesses were diversifying instead 
of specializing. 

Since “man does not live by bread 
alone,” locations do not survive by of- 
fering only games, only food, only bat- 
ting cages, only miniature golf, only 
skating, or only go-karts. The solu- 
tion: expand and add more attrac- 
tions that make the facility appealing 
to parents, young children, teens, and 
grandparents. 

FEC competition is increasing in 
the major markets and some centers 
that opened with much fanfare have 
outgrown the novelty factor. They now 
face the challenge of making changes 
in order to keep those local repeat 
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customers interested in returning for 
a fresh experience. 

This entire June issue is devoted to 
the many facets of FECs: party rooms, 
food, game room mix, outdoor attrac- 
tions, and the rediscovered and up- 
dated laser tag systems. Five centers 
are highlighted, each with a different 
array of entertainment choices. All 
are mom-and-pop facilities, which 
comprise the bulk of FECs in opera- 
tion today. Their success debunks the 
theory that the “big boys” dominate 
the FEC scene. 

In addition, FEC consultants scruti- 
nize this new segment of the industry 
and provide thought-provoking com- 
mentary. And national associations 
add valuable input for good measure. 
The result: 56 pages of the most com- 
prehensive FEC information available 
at this point in time. 

We will continue to monitor this 
market closely, especially since 40 
percent of those who responded to 
our State of the Industry survey indi- 
cated that they either were in the FEC 
business now or would be entering it 
soon. 

Our past coverage includes in- 
depth articles on the advent of modu- 
lar soft play systems for youngsters; 
highlights of FECs across the country; 
and a special FEC issue last year that 
focused on insurance, miniature golf, 
the distributor viewpoint, and diverse 
centers in five states. Copies of these 
articles are available on request. 

If there are any lingering doubts 
about the popularity of FECs, consid- 
er the growth of the Fun Expo ina 
brief four years. In a crowded field of 
trade shows with decades under their 
belts, Fun Expo continues to draw 
good numbers and offer one of the 
most expansive FEC seminar sched- 
ules. 

As a trade magazine we receive in- 
numerable calls from individuals 
seeking information on how to enter 
the FEC market, indicating that inter- 
est in such centers continues to grow, 
not lessen. A 
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Introducing Nostalgia Gold... 
The Concorde of nostalgia jukeboxes 











WWitoiml ae 


designed 







that one. It combines He elas: 
he 40's with the classic high performance sound system 
of the 90's... the advanced technology, NSM 100-CD 


HyperBeam system. 


Su hf : T% | nd ne ae 


Which means, you can now have all the earnings advan- 
tages of our high-speed, high-technology HyperBeam 
system... with all the patron-enticing appeal of 


revolving colored lights and mesmerizing bubble tubes. 





And, on top of that, you'll own a collector-quality classic 
that will almost certainly hold its value for decades to 


come. Youll own.. 





—_— The Nostalgia Gold 


... The first real classiesinee _ 
the first real classic. 


See the Nostalgia Gold at your nearest NSM distributor. 


NSM 


INRS)\V boa als alors! 
1158 Tower Lane ¢ Bensenville, IL 60106 
(708) 860-5100 FAX: 5144 
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Planet Earth Entertainment: 

















PLAY METER 


more than a name, it’s a goal 








































president Bill 
Faith stands by 


treasure Falls, 
one of Planet 


Giampiero Cors! 


touches on the 


n 1992 Bill Faith, who describes 
his industry experience as life- 
long, formed a new company 
with a steadfast goal: to build 
original, unique, fun games for 
the whole world. He then chose 
a name that would reflect the 
goal. Planet 





Earth  Enter- 
tainment was perfect for some- 
one destined to provide enter- 
tainment for the entire planet. 
“We wanted a name everyone 
would remember and it would 
reflect our commitment to the 
industry worldwide,” Bill noted. 

Bill abhors copiers in this in- 
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dustry and emphasizes that he 
would never take someone 
else’s ideas and capitalize on 
them. He explained: “I’m 
turned off by copiers. I’m not 
here just to make a profit, I also 
want to express creativity and 
get ideas out of my head 
and onto arcade floors. 


marks, and copyright 
protection. Our prod- 
uct is unique. If our 
competitors look at our 
products, they'll real- 
ize they can’t build a 
machine using our 
quality and the type of 
materials and con- 
struction we use. It 
wouldn't be economi- 
cal for them, not to 
mention the patent 
and trademark pro- 
tection.” 

For a young compa- 
ny, Planet Earth's 
products have been 
above and beyond 
impressive. The first 
was Flip N’ Win, fol- 
lowed by Flingshot. 
Flingshot was a 
roaring success and 
was a real arcade 
money-maker. “We 

knew the game was 

making money but 

it wasn’t themed 

toward the 

younger genera- 

tion,” Bill said. “We 
decided to _ take 
Flingshot and retheme it for a 
younger market and DinoScore 
was born.” 

DinoScore was so successful 
that last year it won Play Me- 
ter’s award for “Best Redemp- 
tion Game,” voted on by opera- 
tors. 

But Bill knows that any com- 
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Players catch tickets 
as they whirl through the air. 
Unbelievable action! 







HERE’S HOW IT WORKS: 
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pany in this industry is only as 
good as its last product and has 
vowed not to introduce any 
game that does not live up to 
the reputation Planet Earth has 
developed. “Our industry is no 
different than many other en- 
tertainment industries in that 
we are only as good as the last 
game. Planet Earth 
is golden right now 
and we will not in- 
troduce anything 
that does not live 
up to our image,” 
Bill stressed. 

That image will 
be even better 
when the industry 
sees what’s coming 
up. Bill gets so ex- 
cited talking about the new 
self-contained, fully automat- 
ed, stand-alone redemption 
center with ticket muncher 
that’s its hard not to be excited 
right along with him. “The real 
necessity in the marketplace,” 
Bill begins, “is to get the suc- 
cess of redemption into the 
good street locations like movie 
theaters, skating rinks, billiard 
halls, pizza places, truck stops, 
etc. And although we've seen 
this need, before now there was 
no practical way to have re- 
demption in street locations. A 
redemption counter took up 
too much space, you usually 
need a dedicated employee to 
trade the tickets for prizes, you 
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had to track invento- 
ry and the inevitable 
shortage, and _ the 
cost of adding re- 
demption games 
along with a redemp- 
tion counter were 
prohibitive in both 
cost and space re- 
quirements.” 

Bill continued, “Iam 
so excited about be- 
ing able to overcome 
all of the obstacles 
with our stand-alone 
unit. I know some 
operators may be 
thinking that it 
might sound too good to be 
true, but I can assure them that 
this machine will drastically 
change this industry. Because 
of our reputation, and our com- 
mitment to introducing only 
high-quality equipment, it’s 
taken us several years to per- 
fect this unit. And it is perfect 





and ready to do the job. I’d say 
that it’s nearly 100 percent jam- 
proof. 

“We have developed our own 
ticket-munching unit to be able 
to make such a daring claim. In 
addition, the unit does not saw 
the ticket in half, causing saw- 
dust that is almost impossible 
to deal with. Ours destroys tick- 
ets by slicing them and then 
separates them from each oth- 
er so they can fall and accumu- 
late in a much smaller area. It 
is designed with as much in- 
tegrity as our coin-flipping gun 
that we get raves about all the 
time.” 

Bill interjected that this unit 
offers street operators tight se- 
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curity, minimal risk of break- 
downs, and it’s practically cus- 
tomer abuse-proof. “We have 
thought of just about anything a 
customer could do to this ma- 
chine and addressed the prob- 
lem. This unit is as close as any- 
one could ever get to making it 
abuse proof,” he explained. 

But back to the 
street operator. 
“Video game op- 
erators are hav- 
ing a rough time 
and not making 
as much money 
as they should. 
They are caught 
in a vicious cycle 
of buying equip- 
ment to please 
their customers and keep loca- 
tions fresh. But as soon as they 
achieve the goal of getting 
equipment paid for, the loca- 
tion is already demanding new 
games. Street operators need 
stability and a way to bring in 
new income from their existing 
accounts. 

“What they need is to get out 
of that cycle and turn locations 
into profit centers. This is 
where my head has been for 
years. The answer is to take the 
fun, flash, flair, and excitement 
of redemption and put it into 
street locations. But as I men- 
tioned earlier, that simply was 
not possible before in a way 
that would be profitable for op- 
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erators.” 

Since this is our family enter- 
tainment center issue, it was 
only natural that 
we ask Bill his 
thoughts on 
FECs. Here’s 
what he had to 
say: “The re- 
demption con- 
cept and FECs 
are success- 
ful and will 
remain so as 
long as op- 
erators con- 
tinue to 
give some- 
thing back 
to their 
cust- 
omers in 
the form 
of tickets, prizes, fun, 
and entertainment. 

“Being the father of five, I 
think I have a good idea about 
what kids want when they go 
into game centers. They want 
excitement, they want to get 
something back for the money 
they've spent, and they want to 
win lots of tickets and have fun 
doing it. Having fun without 
winning tickets or winning tick- 
ets without fun just will not 
work long term. If you take 
families into FECs that are 
clean, have a nice selection of 
redemption games, prizes 
worth playing for, and ma- 
chines that are clean and work- 
ing, they will have fun and 
they ll come back.” 

Bill added, “I’ve noticed that 
younger kids, say from three to 
about nine are more concerned 
with winning tickets. After 
they've collected them, then 
they'll worry about what to get 
with them. Older kids and 
adults are more focused on the 
prizes and will play to win a 
particular prize. This group 
plays because they enjoy the 
thrill of trying to win a certain 
prize. They want to put their 
skill to the test. That’s why it’s 
sO important to have a vast 
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range of prizes.” 

He had one last thought on 
redemption equipment: “I don't 
think the redemption industry 
is all about sophistication of 
games. A game that 

is too 

sophis- 
ticated 
will not 
work in 
redemp- 
tion. In an 
FEC the 
majority of 
your cus- 
tomer base 
is made up 
of people 
who won't 
spend the 
money to 
master some- 
thing too so- 
phisticated. 
The initial skill 
level on a piece must happen 
quickly, within the first few 
coins. Our games, for example, 
are designed so that players 
will know how to play and what 
to do after just a couple of coins 
and will then try to mas- 
ter the 
game by 
continu- 
al inter- 
est in 
playing.” 

Bill  of- 
fered this 
compari- 
son: “I like 
to use this 
concept as 
an exam- 
ple—a boy 
learning to 
play baseball. 
He is quick to 
learn that you 
must hit the 
ball with the bat 
to ultimately hit a home run. 
But regardless how long he 
practices and how good he gets, 
he'll never be able to hit ahome 
run all the time. The skill level 
that’s required to learn how to 
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play, both in baseball and in our 
games, is something that can 
never be fully mastered 100 
percent of the time. But the ac- 
tual understanding of how the 
machine and baseball are 
played is easy to learn and un- 
derstand.” 

In fact, Bill points out that the 
problem with many redemp- 
tion games is that people with 
new game ideas don’t think it 
through. He explains: “They 
don’t always know the market 
they're trying to target, they 
sometimes forget to think 
about the necessity of repeat 
game play, and how to keep the 
customers happy. It’s easy to 
get the first couple of dollars 
with any game; the tough part 
is getting players hooked and 
getting them to say WOW! We 
want our players to feel confi- 
dent and feel good about play- 
ing. We don’t want them to 
think the machine is better 


than they are.” 
He added, “I’m amazed at 
the number of redemption 
pieces being 
thrust upon the 


market. The 
industry will 
not be able to 
absorb them 
all and will 
pick the few 
best ones. 
There are a 
lot of games 
you ll see at 
shows that 
you ll nev- 
er see on 
an FEC 
floor.” 
“Your l 
never 
see them 
on location because op- 
erators will not spread the 
word,’ he observed, noting that 
the industry depends on word- 
of-mouth. “I’d say that 90 
percent of our sales are from 
word-of-mouth and great dis- 
tribution. This industry has only 


JUNE 1995 


COVER STORY 





In the research and development de- 
abi Seth Thomas (r) with Lee Sny- 
er. 


afew operators who are willing 
to step up to the plate and take 
a Chance, while most other op- 
erators sit back to see what oth- 
ers say about a product. But 
that’s fine with us because once 
operators have our games on 
location, they're generous with 
the compliments and our 
games become buzzwords.” 

In addition to DinoScore and 
DinoWin, which is a DinoScore 
with an attached prize redemp- 
tion unit, Planet Earth is now 
Shipping Treasure Falls and 
Ticket Snatcher. 

Treasure Falls is described as 
two games in one. Players flip a 
coin onto moving conveyor 
belts that look like moving 
water. The idea is to accurately 
time and skillfully position the 
coin so that it rolls off the con- 
veyor belt and hopefully into an 
array of jewel-type targets 
moving in and out from under- 
neath the conveyor belts. 
Tickets are won through 
various falls from the belts into 
the jewels. 

The second way to win is with 
the Stone God who overlooks 
the waterfalls. His mouth is 
filled with coins, and if you hit 
his teeth, he gets so angry that 
he “spits out” the coins onto the 
conveyor belts. “There is so 
much action and excitement 
with banging, clanging, and 
ringing when this happens and 
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coins are falling everywhere. 
It’s honestly great fun,” ex- 
claimed Bill. 

Ticket Snatcher is hot. The 
game challenges the player to 
maneuver a human-like hand 
with a joystick to catch swirling 
tickets inside the machine. 
What you catch, you win. The 
operator can adjust the time 
and he can also change and op- 
erate the game so the player 
plays for pogs and/or tickets. 
“The fast action of tickets/pogs 
whirling around inside this ma- 


- Chine both in game play and in 


attract mode will absolutely 
(ike amagnet) draw a crowd,” 
Bill said. “The visual and sound 





A shot of the machine shop. 


effects are amazing as well as 
the fun, excitement, and chal- 
lenge of game play. Planet 
Earth will supply a new mar- 
quee for the game that says 
Pogerlator for those operators 
wishing to operate the game 
dispensing pogs. 

What does the future look 


like for Planet Earth? “Our 
company is all about new 
trends, great games, and 


unique concepts. We don't copy 
other games and have a deep 
commitment to the future of 
the industry. About a year ago 
we Started staffing up heavily in 
the design department for new 
product and my time has been 
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focused there,” noted Bill. 

“ve got some people who 
have made a substantial com- 
mitment to our future. The 
project coordinators are Dave 
Proli, Bill Roge, Seth Thomas, 
John Piero, Loren MacKinney, 
Sarah Coatts, and Arthur Fred- 
erick. They have draftsmen, 
electronic designers, software 
programmers, electrical de- 
signers, mechanical designers, 
and toolmakers working under 
them. These people have made 
it possible to release multiple 
products into the market.” 

He expressed his apprecia- 
tion for his sales department, 
which consists of Debbie Gon- 
zalez, Valerie Bechtold, and 
Luis Belasco. “They all need to 
be credited and praised for the 
outstanding job they ve done in 
representing our products to 
distribution with a lot of integri- 
ty and honesty. We owe our rep- 
utation to their commitment to 
representing the product, but 
letting it stand on its own. We 
don’t buffalo the customer.” 

Bill also singled out Bob Sul- 
livan, who has done an out- 
standing job both in manufac- 
turing and in quality control. 
“Bob himself won’t allow a ma- 
chine to be shipped unless it 
passes all quality control 
checks,” Bill added. A 





The production line in the company’s | 
new facility. 
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The coin-op industry in 
the state of Florida saw 
the Legislature take two 
steps forward and one 
step back when it passed 
a law that abolishes non- 
transferable licensing 
stickers and clarifies op- 
erators tax responsibility 
but also raises the per 
machine licensing fee. 

The state association 
had been pushing fora 
law that would replace 
the $20 machine stickers 
with a location certificate 
authorizing a certain 
number of machines. Op- 
erators were also hoping 
to set a flat fee of $50 for 
each location. 

While state legislators 
approved the move to 
abolish the non-transfer- 
able stickers, it upped the 
per machine fee to $30 no 
matter how many ma- 
chines a location has. 

A statement released by 
the Florida Amusement 
Machine Lessors Coali- 
tion said, “We believe the 
increase in the per ma- 
chine fee was a hidden 
agenda the staff of the Fi- 
nance and Tax Commit- 
tee had all along. They 
had told us in previous 
meetings they felt the ar- 
cades got off too light.” 

Abolishing the stickers 
allows operators to trans- 
fer machines from one lo- 
cation to another without 
paying the fee each time. 

As part of the same bill, 
the legislature also in- 
cluded language specifi- 
cally designating location 
owners responsible for 
paying gross receipts tax 
to the state. 

“If the proprietor of the 
location where a coin-op- 
erated amusement ma- 
chine is located is not the 
owner of it, then the loca- 
tion proprietor shall be 
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: deemed to be the lessee 
: and operator, and re- 

: sponsible for remitting 

: tax on sales through the 
: machine, unless awritten : 
: agreement between the 
parties exists to the con- 
: trary,” the bill read. 


COIN-OP NEWS 
Florida addresses licensing, tax issues 


Supporting the coin-op 


: industry in their legisla- 
: tive fights were the Retail 
: Federation and the Hotel 


and Restaurant Associa- 


: tion, and members of the 
: lessors coalition say they 
: intend to begin working 


: immediately to get the 

: per machine cost re- 

: duced. For more on the 
: issues, turn to coverage 
: of the Florida Amuse- 

: ment Machine Associa- 
: tion convention in this 

: edition. 





Dynamo and MicroTouch 


James Industries 


: South was recently ap- 
: pointed the distributor : 
: for Dynamo’s full line of : 
: products inthe state of : 
: Florida. 


“Everyone at James 


: Industries South is ex- 
: tremely delighted to 

: have been appointed a 
: distributorin Florida 
: forsuch afine company : 
: aS Dynamo,” saidcom- : 
: pany chairman Jim 

: Roberts. “We are look- 
: ing forward to a very 

: successful, long-term 

: relationship.” 


James Industries has 


: also been appointed 
: the exclusive represen- : 
: tative for MicroTouch 


appoint James Industries 





: James Industries and Microtouch join forces, (I-r): William 


Douba and John Blouin of James Industries, Jim Ragonese of 
MicroTouch Systems, and Vincent Di Vincenso of James In- 


: dustries. 


touch screens in the 


: North American gam- 


: ing, lottery, and amuse- 
: ment markets. 





A brand new session of 


: AMOA’s Executive Devel- 
: opment Program for 

: Continuing Education 

: will be held November 5- 
: 8 at the University of 

: Notre Dame in South 

: Bend, Ind. 


This session will be the 


: first for the new Group 

: VII, and program and 

: registration information 
: will soon be mailed out to 
: AMOA members. 


The program is de- 


: signed for operators and 
: distributors and is pat- 

: terned in part on the uni- 
: versity’s MBA program. 

: It is comprised of five 

: two-and-a-half-day ses- 


sions held over a period 


‘AMOA Notre Dame slated for fall 


: counting, budgeting, 

: business law, finances, 

? employee communica- 

: tions, motivating employ- 
: ees, human resource 

: management, marketing, 
: organization, strategic 

: of two and ahalf years for : 
: each group. Instructors : 
: come from the ranks of 
: Notre Dame’s teaching 
: faculty. 

: Topics, which have been : 
: tailored to the coin-op 
: business, include ac- 


planning, and taxation. 
Close to 200 AMOA 


: members have complet- 
: ed the program. The reg- 
: istration fee is $300 per 


person, and attendance 


: is limited to 40 people 
: per group. 
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COIN-OP NEWS 


Harrah's opens In New Orleans 





Harrah’s New Orleans president Ron Lenczycki shows off ie 
new land-based temporary casino which opened last month 
in the city’s municipal auditorium. 


After years of political 
controversy and delay, 
Harrah's opened the 
doors to its temporary 
land-based casino in the 
New Orleans Municipal 
Auditorium last month. 

The auditorium will be 
home to the casino for at 
least a year, when Har- 
rah’s hopes to have com- 
pleted construction ona 
200,000-square-foot per- 
manent facility at the 
heart of downtown New 
Orleans. 

The grand opening of 
the temporary casino, 
which features more than 
76,000 square feet of gam- 
ing space, was attended 
by aslate of dignitaries 
including Louisiana Gov- 
ernor Edwin Edwards 
and New Orleans Mayor 
Marc Morial. 

With 3,000 slot ma- 
chines and 80 gaming ta- 
bles, the new facility can 
reportedly accommodate 
7,500 guests at one time. 
A 250-seat food and bev- 
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: erage buffet is also locat- 
: ed in the casino, which is 
: the corporation’s second 
: largest facility in the 

: country next to Harrah's 
: Las Vegas. 


The temporary site is 


: the first non-Indian, land- : 
: based casino not located: 
: in either Nevada or At- 

: lantic City. 


Harrah's projects that 


: approximately 3.5 million 
: customers will pass 

: through the temporary 

: facility during its year of 

: operation. Annual pro- 

: jections for the perma- 

: nent facility reach up- 

: wards of 5.5 million 

: visitors. 


What effect the open- 


: ing of Harrah’s will have 

: on the legalized video 

: poker market in 

: Louisiana, whichalready : 
: faces competition from 15 
: riverboats and several 

: Native American casinos, 
: is still uncertain. 


“Under certain cir- 


: cumstances the river- 


Go: : boats have slightly affect- 
: ed video poker play,” said 
: Charles Pasqua, execu- 

: tive director of the 

: Louisiana Amusement 

: and Music Operators As- 
: sociation. However, 

: Pasqua added that in 

: many cases casino cus- 

: tomers and video poker 

: patrons are “two different : 
: types of player.” 


“Sure I think the open- 


: ing of Harrah’s will affect 
: business some,” Pasqua 

: added. “But only time will 
: really tell.” 


Total cost for the entire 


: casino project has 

: climbed from an initial 

: $700 million to $815 mil- 

: lion due to delays and ris- 
: ing interest rates, accord- : 
: ing to local press reports. 


Industry analysts say 


; the company’s reputation 
: and possibly the contin- 


: ued expansion of gaming 
: across the country will 

: hinge on Harrah’s suc- 

: cess or failure in the New 
: Orleans market. 


While financial expec- 


: tations for the temporary 
: facility have been under- 
: Stated, the permanent 

: facility is expected to ac- 


count for between 10 and 


: 12 percent of Harrah’s 

: Casino division next year 
: and as much as 20 per- 

: cent in the subsequent 

: year, the New Orleans 

: Times Picayune report- 

: ed. 


When the new facility 


: opens, it will be the sec- 
: ond largest casino in the 
: world, second only to the 


Foxwoods Resort in Con- 


: necticut, which will total 
: 276,000 square feet when 
: planned renovations are 
: completed. 


Laser tag update 


. This month as part of our family entertain- 
ment center section in Play Meter we looked 
at a cross section of companies that manu- 
facture laser tag systems. 

Here is a list of numbers for anyone inter- 
ested in contacting these companies: 


e Heads Up Technologies; 
(214) 407-1131; FAX (214) 407-1758 


e LaserStar Technologies; 


(305) 981-4503; FAX (305) 981-4503 


e Laser Storm Inc.; 
(303) 751-8545; FAX (303) 751-8546 


e LaserTron Game Systems; 
(800) 488-8766; FAX (716) 835-9510 


e Star Quest; 


(214) 437-1681; FAX (214) 437-1685 


e Q-ZAR; 


(214) 741-1376; FAX (214) 761-9461 


e Ultrazone; 


(702) 734-3617; (702) 734-3617 
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American Laser Games 


has recently put out three : 


of its already released 
games in new formats. 
They are Fast Draw 
Showdown, Crime Patrol, 
and Gallagher's Shooting 
Gallery. 

In its newest incarna- 
tion, Fast Draw Show- 
down will be showcased 
in a 25-inch version for 
street locations. The 
game was originally re- 
leased with a 33-inch 
screen, and the entire 
production run has re- 
portedly sold out. 

The new version will fit 


in the same floor space as : 


a pinball machine, retain 
the vertically-oriented 
screen, and come with 
operator-selectable tour- 
nament software for fast 
draw contests. The laser- 
disc-based game comes 
in ared and black cabinet 
measuring 79 inches high 
x 70 inches deep x 28 
inches wide, and a gun 
holster is attached to a U- 
shaped bar. 

Fast Draw Showdown, 
in its new format, will be 
available this month with 
limited distribution. ALG 
says its smaller size will 
also mean amore eco- 
nomical price. 

“We feel that street loca- 
tions such as bars will 


be the key to many prof- 
itable returns,” said di- 
rector of sales Jim Jaroc- 
ki. 

Also aimed at being af- 
fordable for the street lo- 
cation is anew version of 
Crime Patrol available for 
ALG’s CD-ROM enter- 
tainment system. Opera- 
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: American Laser Games’ 

: Crime Patrol is now avail- 

: able for the company’s CD- 

: ROM system, making it af- 

: fordable for street locations. 


: tors can obtain the game 
: in conversion kit form or 
: as acomplete CD-ROM 

: system with a 25-inch 

: screen and sturdy, light- 
: weight plastic pistols. 


The new version is just 


: like the deluxe arcade 

: version in a street loca- 

: tion format. Game play 

: puts players working in 

? conjunction with law en- 
: forcement officers to 

: thwart a wide range of 

: bad guys. Other games 
find the 25-inch version to } 


available for the CD- 


The third new ALG of- 


: fering is a laser disc con- 

: version kit for Gallagher's 
: Shooting Gallery, a live- 

: action non-violent shoot- 

: ing gallery game. 


Blockbuster’s first Block 


ALG announces game releases 


| : Party venue in Albu- 

: querque was the site for 

: testing a 50-inch version 
of the game using the 

: laser disc conversion kit. 
: According to ALG, week- 
: ly reports indicate strong 
: use and returns. Ob- 

: servers also note that 

: women especially enjoy 

: playing the game. 


The kit comes with a 


: program card and laser 
: disc, lightweight plastic 








Gallagher's Shooting Gallery has been introduced by Ameri- 
can Laser Games as a laser disc conversion kit. 


: guns, and cabinet decals. 
: It works with the 50- or 
33-inch screen currently 
: used in ALG laser disc 

| units. 


“It seems that the mar- 


: ket is ready for a non-vio- 
: lent shooting game,” said 
: Jarocki. 
: ing ablast shooting 

3 everyday objects, and the 
: high quality laser disc 

: graphics give the gamea 
: great look and feel.” 


“Players are hav- 





In keeping with the spir- : 
: it of an industry driven by 
: change, several members : 
: of the coin-op industry 
: family have moved to new : 
: facilities in recent weeks. 
: Here’s an update: 

: ROM system include Mad : 
: Dog II: The Lost Gold and 
: Shoot Out At Old Tucson. 


Fun Center Software 


: has settled into its new 

: digs at 2020 Route 9, Suite 
: 9, Fishkill, NY 12524. The 

: phone and fax numbers 

: remain the same: (914) 

? 896-5020 and (800) 535- 

: 1909; FAX (914) 897-3729. 


A-1 Products is now lo- 


3 cated at 8264 River Road 
25 


An industry on the move 


S.E., Southport, NC 28461. 


: The phone numbers re- 


main the same: (919) 728- 


$ 5311 and (800) 782-6721. 


The crew at Mexel can 


: now be reached at Av. 8 

? De Julio No. 3030, Col. Lo- 
: mas De Polanco, 

: Guadalajara, Jalisco 

: 44960, Mexico; 52(3)663- 

: 7777; FAX 52(3)663-8062. 


StarTech Journal has 


: also moved its offices and 
: is now located at P.O. Box 
: 35, Medford, N.J. 08055; 

: (609) 654-5544; FAX (609) 

: 654-1441. 
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VR hits the 
Crescent City 


CyberMind Virtual Re- 
ality Centers held the 
grand opening of its 
newest store last month. 
The center is located on 
Decatur St., a main corri- 
dor in the New Orleans 
French Quarter. 

The store showcases 
four standup Virtuality 
pieces, both 1000 and 
2000 series, as well as Cue 
View, a joint venture be- 
tween CyberMind and 
manufacturer Kaiser 
Electro-Optics. 

Customers are given a 
chance to play Cue View, 
a high-tech pool game, or 
Virtuality’s Dactyl Night- 
mare or Zone Hunter 
when they purchase one 
of the retail items for sale 
in the center. 

“This is primarily a re- 
tail store; we're not an ar- 
cade,” explained manag- 
er Robert Coggins. 


“When customers pur- 


: chase anitem they geta 

: chance to sample virtual 
: reality. Of course, the 

: more expensive the item, 
: the more experience 

: you're allowed to sam- 

: ple.” 


Items include holo- 


: grams, watches, posters, 
: computer software, and 
: T-shirts. They range in 

i price from $9 to $200. 


Coggins said the nov- 


: elty for many customers 

: has been a big draw. “A 

: lot of people who are new 
: to virtual reality come 

: through here.” 


The San Francisco- 


: based company, headed _ : 
: up by president and CEO : 
: Eric B. Lewis, was found- : 
: ed in 1993 and now has 

: five centers in the Unit- 

: ed States, one in Cana- 

: da, and another in Ger- 

: many. 





Customers at the new CyberMind store in the New Orleans 
: French Quarter get to sample virtual reality when they pur- 
: chase one of the retail items available in the store. 





3 six-year-old Jimmy Klocke of St. Louis plays a game of Dactyl 
: Nightmare on the Virtuality 2000 series at the new CyberMind 
: location. 





Coin-op network comes On- “line 


With the recent devel- 
opment of an on-line net- 
work, the coin machine 
industry will now have its 
own storefront on the in- 
formation superhighway. 

Former AMOA presi- 
dent Jim Trucano, who is 
one of the promoters of 
the Vending and Enter- 
tainment Network, said 
the network’s home page 
should be up and running 
this month. 

“It’s basically ready but 
we want to fine tune it,” 
he said. “The network is 
going to have two distinct 
parts: one for the general 
public and one for the in- 
dustry.” 

While the initial offer- 
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: ing will provide a clear- 

: inghouse of information, 

: as wellas acatalog of an- 
: tique jukeboxes, a whole 

: range of services is being 
: discussed. 


The original idea for 


: the network sprung from 
: the need for a bulletin 

: board of available used 

: equipment, but other po- 
: tential services include 

: technical information, 

: legislative updates, in- 

: dustry discussion groups, 
: on-line audit systems, 

: and player game reviews 
: and analysis. 


“We called around and 


2 did a market survey with 
: anumber of operators 
: and we got great re- 


: sponse,’ Trucano said. 


Trucano explained 


: that access to the indus- 

: try-specific portion of the 
: network will be sub- 

: scriber funded, hopefully 
: for as low as $10 a month. 


“Depending on initial 


: participation, we might: 
: have to go as high as $25a : 
: month,” he added. “What 
: is important is that VEN- 
: NET offer as many prod- 

: ucts and services upon 

: start-up for the smallest 

: possible investment. We 

: know some members will : 
: have to invest in addition- : 
: al computer equipment 
: to take full advantage of 
: the network, so we want 
: to keep subscription 


: costs to aminimum.’ 


The VENNET will also 


: provide a free gateway to 
: a proposed on-line maga- 
: zine being developed by 

: Randy Fromm. 


Services will be pro- 


: vided free of charge 
: through early July. Pro- 


moters say they are cur- 


: rently seeking industry 

: members willing to help 

: further develop the net- 

: work, as well as input for 
: additional products and 

: services. 


Anyone interested in 
helping can call Trucano 


' at (307) 674-4204. E-mail 

: can be sent to: jtru- 

: cano@wave.sheridan.wy. 
: US. 
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FOR MORE INFORMATION CALL 
NAMCO AMERICA INC. SALES OFFICE 
877 SUPREME DRIVE BENSENVILLE, IL 60106 

PHONE: 708-238-2248 FAX: 708-238-9333 





We have 
what our 
Competition 
Doesn't... 


Ly AY 


GREAT AMERICAN BILLIARDS 
800/ 831-2011 


FAX: (401)/463-6673 


HMS MONACO 


IS YOUR ONE STOP SHOP FOR: 
ALL YOUR REDEMPTION NEEDS 


e Sparkling Jewelry 
¢ Watch Crane Kits 

e Plush Pre-packs 

e Licensed Products 


DOCAHONTA 
MORAL MBA 


MERCHANDISE 


Call for our New 
1995 Color Supple- 
mental Catalog 





¢ Redemption Prizes 
¢ Unique Novelties 

e Jackpot Rotary Mdse. 
e Crane Capsule Kits 


e Milk Caps 

e Looney Tunes 

e Sports Caps 

e Harley Davidson 

e Velvet Boxed Jewelry 

e Sports Bags 

e Way Cool Grunge 
Jewelry 

e Licensed Sports Mdse. 

¢ Seasonal Merchandise 


1-800-777-0901 
HMS MONACO 


135 W. 20th St. e New York City, NY 10011 
FAX ORDERS: 212-727-1382 
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Betson Pacific now a 
Benchmark distributor 


Benchmark Entertain- 
ment has announced the 
appointment of Betson 


Pacific as its exclusive dis- : 
: our commitment to our 

: operators by representing 
: redemption equipment 

: products that enhance 


tributor in the state of 
California. 

The company’s skill in- 
teraction redemption 


games, which include Roll : 
: the retail merchandise re- 
: demption business in our 

: industry as a growth area 

: from the arcade and 

: street operators,” said 

: Betson Pacific’s John Lotz 


for Gold, Golden Goose, 
and Boomer, will be avail- 
able through Betson of- 
fices in E] Cajon, San 
Francisco, and Buena 
Park, Calif. 


“The exclusive represen- : 


: tation of Benchmark En- 
: tertainment’s products by 
: our three offices in Cali- 


fornia further promotes 


our effort in developing 


and John Ridgway. 





Entire Carousel line 
gains U.L. approval 


Approval by the Under- 
writers Laboratory has 
been granted to 
Carousel International’s 
full line of children’s 
rides for both indoor and 
outdoor use. 

This designation marks 
Carousel as the only 
coin-op kiddie ride man- 
ufacturer with rides that 
are U.L. approved for 
both settings, according 
to the company. 


“We feel this designa- 


: tion further makes the 

: case for our continuing 
: commitment to quality,” 
: said Brad Veatch, presi- 
: dent of Carousel. 
: a further indication of 
our commitment to chil- 
: dren’s safety as well.” 


“This is 


Having approval for 


: both uses maximizes the 
: potential for ride place- 
: ment and return on in- 

: vestment, Veatch added. 





Poker payouts are 
raised in Montana 


While rejecting several 
other gambling related 
measures, the Montana 
Legislature did approve a 
proposal to raise the 
maximum poker ma- 
chine payout from $100 to 
$800. 

That puts the poker ma- 
chine payout on the same 
level as keno machines in 
the state. 

Lobbyist Dennis Casey 
told AMOA’s Video Gam- 
ing Guidepost that he was 
pleased with that move 


28 


: as well the Legislature’s 
: rejection of a bill that 

: would have doubled the 
: tax on machine profits. 


The Legislature also re- 


: jected a move to estab- 

: lish an automated moni- 
: toring system, the 

: creation ofa trust fund to 
: pay for treatment of 

: gambling addiction, and 
: a measure to offer beer 

: and wine licenses to es- 
: tablishments that would 
: pledge not to have gam- 
: bling. 
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IF YOU DON'T HAVE COIN CONNEXION, YOU'RE 
USING OUTDATED ROUTE-MANAGEMENT TOOLS. 


Why struggle with route-management software that is 
outdated, incomplete or untested? 


Coin ConneXion has been meeting the demands of some of 
America’s best operators for over nine years. Our route- 
management software is proven, well-tested and it works. 


Coin ConneXion is custom-fit software that INCLUDES 
all the modules you need to manage your route: 
CD manager, redemption manager, parts inventory, arcade 
manager, family entertainment center manager, service calls 
manager, and more. 


We offer COMPLETE systems for amusement, vending 
and video lottery. Along with a sterling reputation and 
the references to prove it. 







For more information and a 
copy of the Coin ConneXion 


catalog of Custom-Fit Route Ps ~ 


PRESS 
AX} Co), = q 





Man men ftware, 
call 605-331-5575. 
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The Gold Standard In Rouvte-Management 
1821 West 12th Street, Suite 204, Sioux Falls, SD 57104-4025 
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In Other News 


e Video Lottery Tech- 
nologies Inc.’s subsidiary 


Video Lottery Consultants : 
: Charles Star Riverboat 
Casino at the company’s 
: riverboat site in Lake 

: Charles, La. The addition 
: of this second riverboat 

: will enable Players to 

: meet increased customer 
: demand with the two 

: boats operating on stag- 
: gered cruising sched- 

: ules, according to the 

: company. 


has been granted a per- 
mit to manufacture and 
sell video lottery termi- 
nals at approved sites in 
the state of West Virginia. 
The company has also 
been granted a two-year 
limited license to operate 
in the state of Nevada. 
The company addition- 
ally announced that John 
H. Shelhamer, president 
and chief executive of its 
subsidiary United Wa- 
gering Systems Inc., has 
left the company. His du- 
ties have been assumed 
by J. Stephen Vander- 
woude, president and 


? CEO of VLT. 


e Players International 
Inc. has opened its Lake 


e WMS Gaming Inc.,a 


: subsidiary of WMS Indus- 
: tries, has been granted a 
: license by the Colorado 
: Limited Gaming Control 
, Commission to manufac- 
: ture and distribute elec- 


: tronic gaming devices to 
: casinos in that state. 


e The Wisconsin Gaming 


: Commission has renewed 
: Bally Gaming’s certifica- 

: tion as a gaming-related 

: contractor. Each year the 

: commission reviews the 

: status of each contractor. 

: Wisconsin has more than 
: 17 Native American casi- 

: nos. 


The company has also 
launched a new 24-hour 


: FAX-BACK information 

: line for its customers. The 
: fully automated program, 
: which will provide cus- 

: tomers with information 

: on technical bulletins and 
: product enhancements, 

: can be reached by calling 
: (702) 263-5612. 


e Entertainment soft- 


: ware publisher Acclaim 
: Entertainment Inc. re- 


: cently announced at the 
Electronic Entertainment 
: Expo in Los Angeles the 

: upcoming release of 

: more than 45 titles fora 

: number of the most up-to- 
: date processing systems, 

: including the Sony 

: PlayStation and Sega Sat- 


The titles include Bat- 


: man Forever, Robotica, 

: Foreman for Real, Alien 

: Trilogy, Revolution X, and 
: WrestleMania. The com- 

: pany has also expanded 
its agreement with Sun- 

: soft of America by obtain- 
: ing the exclusive North 

: American rights to pub- 

: lish the personal com- 

: puter game Myst for 

: Sega's forthcoming Sat- 

: urn system. 


continued on page 32 
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* Bottle Caps 


%* Slammers 


* Containers 
* Bottle Cap & 


* Playing Boards 
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ePoison eDC Comics 
eSports eFoils «Disney 
eRipper eOdd Cuts 


eMetal ¢Big Foot 
eTorpedo’s eSpinners 
eHologram eLasers 


e 1,4, 6, 12 oz. Sizes 
* Rotary Dish Kits 


Slammer Crane Kits 
* Slam-it T-Shirts 





ie * Pocahontas! & ‘Batnal 







* Plush Pak’s 80¢ to $3 average 
* Sport Pak’s $1.25 average 

* Candy Crane Kits 3¢ & up 

% Novelty Crane Kits 3¢ & up 

* Bottle Cap & Slammer Kits 

* X-Rated Adult Novelty Kits 

* Toy © Sunglasses ¢ Electronic Kits 


x Looney Tune Clocks 

* TV’s, Camera’s, Watches 

* Stereo Radio, Alarm Clocks 
* Walkman Radios, Speakers 
* Sport Clocks, Phones 

* Binoculars, Flashlights 


* Poodles, Lions, Cubs 
* Bears, Monkeys, Cats 

* Elephants, Dogs, Tigers 
* Looney Tunes, Gorilla’s 
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Super Balls * Whistles 
Compass * Die Cast Cars 
Stickers * Tattoo’s * Pinballs 
Bubbles * Key Chains * Candy 





* 3-D Watches a 


* Key Chains 
* Plush Toys 
* Photo Buttons =; 
* Alarm Clocks * 
% Hackey Sak Balls 


* aie Tunes Puzzles 

* Board Games 

*% Robots, Trucks, Vans 

* Barbie Doll * Books, Dolls 
% Remote Control Cars 

* Racing Slot Cars Sets 


FFI III IKI HI IKI KH IK HI HK KI KK IK KKK KK IKK KIKI KKK KKK K 


148 ALLEN BLVD., FARMINGDALE, NY 11735 * 
FOR AFREE CATALOG CALL 1-800-733-5013 * 
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Ton Make a Great Game even better 
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OPERATOR ADJUSTABLE 
PROGRESSIVE TICKET AWARD LINK UP 


UP TO THREE ROLL FOR GOLD™ LINK-UP AVAILABLE 
PER PROGRESSIVE DISPLAY UNIT 


PROVEN FOR ALL AGE GROUPS 

HOLDS 6,000 + TICKETS PER GAME 
NUMBER | TICKET REDEMPTION EARNER 
FULL BOOKKEEPING AND DIAGNOSTICS 
100% PLYWOOD CABINET FOR LONG LIFE 
@) STANDARD 22 APPROVED 


For More Information 
Contact your local distributor or call 


1-800-808-8860 










aneinnangB 





Enerceainimenme 2c" 





.— M 


3 a ¢ Dimensions: 
2071 NORTH DIXIE HIGHWAY ae oe 
POMPANO BEACH, FL 33060 wah 935 
TEL (305) 781-8080 Weight: 225 Ibs. 


FAX (305) 781-7900 


© BENCHMARK ENTERTAINMENT L.C. ALL RIGHTS RESERVED. U.S. Patent # 5,385,347 


COIN-OP NEWS 


In other news 


Acclaim will additional- 
ly publish titles based on 
movies produced by the 
Edward R. Pressman Film 
Corp. Pressman titles in- 
clude “Wall Street,” “Re- 
versal of Fortune,” “Co- 
nan the Barbarian,” and 
“The Crow,” as well as the 
forthcoming summer film 
“Judge Dredd.” 

e Time Warner Inc. in- 
tends to sell control of the 
Six Flags theme park 
business, the New Or- 
leans Times Picayune re- 
ported. The transaction is 
purportedly part ofa $1 
billion deal with a Boston 
firm to alleviate some of 
Time Warner’s debt while 
keeping open a home for 


continued from page 30 


: the park’s much-beloved 
: characters. 


e The $50,000 Tornado 


: Table Soccer National 

: Championships are set to 
: be held at the San Fran- 

: cisco Airport Hilton on 

: June 30-July 3. That event 
: will be followed by the 

: World Championship 

: slated for Aug. 30-Sept. 4 

: at the Dallas/Ft. Worth 

: Airport Hyatt Regency. 


e Explorations, the Boca 


: Raton-based franchisor of 
: children’s fitness and en- 

: tertainment centers, will 

: open its newest location 

: in Stuart, Fla., this month. 
: The 12,000-square-foot 
center marks the 15th lo- 

: cation for Explorations. 


Promotion sets 
sights on milkcaps 


A promotional pro- material necessary. “It’s 


gram designed to in- : like a Coca-Cola or Mc- 
crease operator and lo- Donald’s promotion,” 
cation profits by : explained spokesman 
generatinginterestin : Jim Trucano. 
milkcapshasrecently : Alsoincludedinthe 
been introduced. : promotion is a chance 
The Wisconsin Dairy- : for customers to win 
land Souvenir Milkcap : small cash prizes. 
Promotionisamarket- : The promotional 
ing strategy which is : packets are purchased 
aimed at spotlighting : by the location owner 
the Wisconsin Dairyin- : from their local distrib- 
dustry through the sale : utor, whoin most cases 
of milkcaps. : will be the coin machine 
Milkcaps are used by : operator. Packets are 
childrenin anincreas- sold to location owners 
ingly popular game that : for $350. Recommended 


: distribution margin for 

: each packet is $100. 

: For more informa- 

: tion on the promotion 

? contact Trucano at (307) 
: 674-4204. & 


is similar to marbles. 
The product promo- 
tion packet includes 
1,000 cards with two 
milkcaps each, as well 
as all the promotional 
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BEYOND THE PLAYFIELD 


Baby bliss is affecting the entire amusement in- 
dustry. At right, future game player Alexander 
Vincent Kavalkovich came into the world earlier 
this year to happy parents Ken and Debra-Anne 
Kavalkovich. Ken is a music, games, and redemp- 
tion sales representative at the new Betson 
Philadelphia office. Little Vincent weighed 9 lbs. 3 
ozs. and measured 22.5 inches long. 

On the West Coast, Sega’s executive vice 
president Howell Ivy 
and his wife Chris 
welcomed their sec- 
ond child, Mason 
Christopher, last fall. 
This time Howell was 
at the hospital. When 
son Brandon was born 
in 1990 dad was at the 
JAMMA show. Howell 
almost missed the 
second big event but 
came home early from 
a trade show just in 
time to be present 





Baywatch contest: Gary Stern (I) of Sega Pinball con- 
gratulates winners of the Baywatch pinball contest at 
ACME ‘95: Kenny White (c) of For Amusement Only in 
Berkeley, Calif., and Kevin Woods of Reno, Nev. Kenny 
won first place, a walk-on role in a new season edition 
of the popular “Baywatch” TV series. Kevin won second 
place, an autographed copy of a script from the show. 





Seminar watch: Despite heavy floods early 
in the week, more than 20 operators and tech- 
nicians showed up for a service school on the 
Baywatch pinball last month at New Orleans 
Novelty Co. in Metairie, La. Sega technical 
support engineer Eric Winston demonstrated 
the pinball’s portals service menu, as well as 
other troubleshooting techniques. Response 
to the service features was overwhelmingly 
positive. “With this new matrix system you can 
literally see the problem,” said New Orleans 
Novelty’s Jack Boasberg. “It’s like windows on 
a computer. It’s really a technician’s dream.” 
Below: Jimmy Carson of Seabuckle Gam- 
ing/Star Novelty in Baton Rouge, La.., tries his 
hand at Baywatch while colleague Scott 


Campbell looks on. 
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when Mason arrived at 
6 lbs. 14 ozs. and 20 inches long. 

Sega materials supervisor Kathi Allison and her 
husband became the proud parents of a baby boy, 
Robert James Ross (Jamie). He weighed 5 lbs. 6 
ozs. and measured 20 inches long. Kathi has de- 
cided to be a full-time mom and now resides in 
Portland, Ore. 

Another blessed event was the birth of 6 lb. 15 
oz. Shanil to Johnny Prasad and his wife Sarita. 
Johnny is in new products research with Sega. 
Shanil, who measured 18.5 inches long, was 
greeted by sisters Sharon (8) and Neelam (5). 

Congratulations to our baby boomers! 


The memory of past AMOA president Wayne 
Hesch lives on in scholarships annually awarded 
in his name to deserving students. 

Scholarship committee chairman Doug 
Minter of Tip Top Amusement Co. informs that 
ticket sales for this worthy cause have de- 
creased in the last few years. 

A total of 216 scholarships have been award- 


ed since the program was established in 1985, 
affording much-needed financial assistance to 
students seeking higher education. Hesch him- 
self placed great emphasis on education. 

As AMOA Expo ‘95 draws closer, remember 
the Hesch Scholarship Program. Participation is 
an investment in the future. 
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here Famil U Fun 


is serious Business 





Orange County Convention Center, Orlando, Florida 


Expand Your Profits with Family Fun 









Stay competitive in a changing marketplace by offering the amusements Families want! 
Find out how at the industry's top trade show and conference. 
Over 800 Booths of Exciting Ideas 


See, touch, and experience the latest games, rides, new technology and redemption 
products that will keep your location or route on the cutting edge of Family Fun. 


Top-Rated Education and Networking 


“The best seminars in the business, with 4 days of information-packed sessions on new 
operator markets, merchandising, game repair and more. 










Traduccion 
simultanea de los 
seminarios clave 
durante los cuatro 
dias de la 
conferencia. 








For More Information Contact FUN EXPO: 
242 Central Avenue, White Plains, New York 10606 (914) 993.9200, Fax (914) 993.9210, On-line FUNEXPO @ aol.com 


ye? “Name/Title 


Fun Expo is the 


Please gend popes PUVA ERNNY NNN es 
more into _ ed decice show of IFECA 
Attending —the International 
Exhibiting [I City/State/Zip Family 

Telephone/Fax Enea 
IFECA LJ p Sa as 





R Type of Business — S800. 
THE ONLY SHOW DEDICATED TO THE BUSINESS OF FAMILY FUN : i é 


Mail or Fax coupon to: FUN EXPO, 242 Central Avenue, New York, NY 10606 (914) 993.9200, Fax (914) 993.9210 | [FECA 
PM 





INTERNATIONAL SCENE 


Mexico cracks down on 
trademark infringement 


Brent and Mars 
reach agreement 





Brent Leisure and Mars Electronics seal the deal, (back 
row, I-r): Mars’ Nigel Winstanley, Brent's Peter Murphy, 
and Mars’ Ken Dharwar; (front row, I-r): Mars’ Andrew 
Harcombe, Brent's Jonathan Lister, Mars’ Jean Beaumont, 
Brent’s Paul Desforges, and Mars’ Mike Innes. 





Brent Leisure Limited, part of the Namco group 
of companies, and Mars Electronics International 
have sealed an agreement in which Brent Leisure 
Spares becomes a major international distributor 
for the entire range of Mars Electronics amusement 
industry products. 

In addition, new relevant Brent products will be 
fitted with the leading range of Mars coin handling 
products, notably the company’s Cash Flow system. 

A joint statement from the two companies advis- 

“The best distributor agreements are those 
which are based on mutual trust and a shared com- 
mercial and philosophical outlook. 

“Both companies have always worked together 
extremely well, and following this new, enhanced 
agreement can look forward to meeting the cus- 
tomer requirements of the international amuse- 
ment industry with a great deal of confidence, opti- 
mism, and enthusiasm.” 


The conversion of con- 
sumer machines to com- 
mercial use is believed to 


be extensive in Mexico and : 
: relatively new phenome- 

: non, possibly a result of in- 
: creased trademark en- 

: forcement regarding 

: counterfeit printed circuit 
: boards for video arcade 

: games. 

raided Electronica Univer- : 
: during the past two years 
Pensador Mexicano, Mexi- : 
: game pirates to resort to 
seized Sega Genesis home : 
: consumer game machines. 
: AAG promises continued 

: enforcement action 

: against those who engage 

: in converting the game 

: machines. 


South America, according 
to the Anti-Counterfeiting 
Advisory Group (AAG) 
based in Elk Grove, IIl. 
AAG, in cooperation 
with the Mexican Trade- 
mark Office (SESOFD), 


sal, Transvaal 227, Colonia 
co D.F. on April 21 and 


game machines that had 
been converted by Elec- 
tronica Universal to com- 
mercial use. 

According to AAG, this 
is the first such enforce- 
ment of a trademark in- 
fringement regarding the 
alteration of a consumer 
video game in the world. 

In addition to the con- 
verted consumer video 


circuit boards for arcade 


(or commercial use) were 


: also seized. 


Conversion of con- 
sumer game machines is a 


Enforcement successes 
may have caused the video 


the conversion of home or 


SECOF!I advises that un- 


: der Mexican law the alter- 
: ation of the game ma- 

: chines to a use not 

: intended by the owners of 
: the trademark is cause for 
games, counterfeit printed : 
: nal sanctions. 


significant civil and crimi- 





China pursues counterfeits 


A large number of coun- : 


terfeit Sega home video 
games recently were 
seized by the Administra- 


merce in Beijing, China, 
according to the Japanese 
trade journal Game Ma- 
chine. 

This action follows on 
the heels of a February 
agreement between the 
United States and China 


regarding the protection of 


: intellectual property. 


The decision to pursue 


: counterfeits aggressively 
tion for Industry and Com- : 
: ed by local AIC offices. The 
: crackdown netted several 
: thousand Sega Mega Drive 
: consoles and game car- 

: tridges that filled four 

: trucks, reported Game 

: Machine. 


resulted in raids conduct- 





WHEG to produce fun center in Venezuela 


A 40,000-square-foot : palaces for their chil- 


indoor children’s enter- 
tainment center in Cara- 
cas, Venezuela, is in the 
capable hands of the 
White Hutchinson Enter- 
tainment Group of 
Kansas City, Mo. 

The company was se- 
lected to produce the 
$3.5 million center based 
on a storyline of di- 
nosaurs that build play 
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: dren. It will include 

: rides, games, hands- 

: on/discovery edutain- 

: ment events, six birth- 

: day party-pinata suites 
: for up to 125 people per 
: party, and Max’s Diner. 


The project, sched- 


: uled for completion in 
: December, will follow a 
: design style described 
: as dino-tropical-deco. 


White Hutchinson pro- : 
duced the 35,000-square- : 
: country’s first children’s 
: hands-on discovery farm. 


foot Wol-Ha indoor fami- 
ly entertainment center 
in Cancun, Mexico, last 
year. It won the News- 
maker Award at Leisur- 
expo in January as best 
foreign FEC. 

The company also re- 


cently completed the de- : 
: door FEC in Nashville, 
: Tenn. 


sign for the relocation 
and expansion of a pet- 


ting zoo in Massachu- 
setts to become the 


Other projects in 


: progress include a 

: 37,000-square-foot in- 

: door-outdoor children’s 
: entertainment center in 
: Chicago, Ill., anda 


40,000-square-foot in- 
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INTERNATIONAL SCENE 


BACTA elects Bollom and smith © 


The British Amuse- 
ment Catering Trades 
Association has elect- 
ed John Bollom as its 


new national president : 


and Russell Smith as 
its new national vice 
president. 

Bollom succeeds 
Roger Withers, who 
has guided the associ- 
ation since 1993. Bol- 
lom will hold the post 
of president for a two- 
year term. 


Smith will also serve : 


for two years and join 


with Bollom in steering : 


the association 
through its crucial ne- 
gotiations for an all- 


LEADER OF THE 


: John Bollom 


NOW SHIPPING 


thier 


: ay bah wat me abe aa ae a ehonis - =e 
on SE at ’ my 
ae jAST DI 


800-237-5874 


CENTRAL DIST. CENTER 


600-521-8697 


WEST COAST DIST. CENTER 


800-200-2805 
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Russell Smith 





: cash AWP (amusement 
: with prizes machine, 

: known as “fruit ma- 

: chine’). 


Bollom paid tribute 


7 to Withers, saying, 


“Roger devoted an 


: enormous amount of 

: time in progressing 

: the work of BACTA 

: during his term as both 
: vice president and na- 

: tional president. The 

: improvements he has 

: made to the function- 

: ing of the association 

: constitutes a major 

: contribution towards 

: the successful future of 
: the industry.” 


% — 
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PINBALL ING. 
WE'VE GOT SOMETHING THAI’S 
GONNA MAKE SOME WAVES... 
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BAY WAT CH! 
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ation to a machine that’s 
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“FEAT URING CUSTOM 
SPEECH BY ee ‘S32 | y SEGA PINBALL, INC. 
DAVID HASSELHOFF!" [RS =%275 ee, ! 1990 JANICE AVENUE 
: sie — | MELROSE PARK, IL 60160 
PHONE: 708-345-7700 
FAX: 708-345-7718 


on pany. All air Reserved. | y ) | © 1995 Sega Pinball, Inc. 


| Open house in Puerto Rico 
INTERNATIONAL SCENE 7 ks 


INTERNATIONAL CALENDAR 





June 6-11 
3rd Expo Diversiones, 
Guadalajara, Jalisco, 


Mexico. Call 52-3-614- 


3015; FAX 52-3-647- 
8839. 


June 7-8 
2nd Asian Amuse- 
ment Expo, co-spon- 
sored by AAMA and 
IAAPA, Convention 
and Exhibition Cen- 
tre, Hong Kong. Con- 
tact W.T. Glasgow 
Inc., (708) 333-9292; 
fAX (708) 333-4086. 


June 13-15 
TILE Conference, 


Maastricht Exhibition 3 


and Congress Centre, 


The Netherlands. Call 7 


+44-1985-846181; FAX 

+44-1985-846163. 
June 24-27 

Taiwan Amusement 

Machine Exhibition 


‘95, CETRA Exhibition 7 


Hall, Taipei, Taiwan. 
Call +886-2-746-6860; 
FAX +886-2-746-6875. 


July 19-20, 
EXIME ‘95, Latin 


American Expo, Mex- : 
ico City, Mexico. Con- } 


tact W.T. Glasgow 

Inc., (708) 333-9292; 

FAX (708) 333-4086. 
August 23-25 

4th Asia Pacific 

Theme Parks and At- 

tractions Conference 


and Exhibition, Singa- : 


pore International 


Convention and Exhi- : 


bition Centre, Singa- 
pore, Call (65) 222- 
8550; FAX (65) 
226-3264. 


August 24-26 
SALEX ‘95, South 
America coin ma- 
chine and casino ex- 
hibition, Sao Paulo, 
Brazil. Call 44-61-624- 
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: September 13-15 


JAMMA ‘95, Japan 
Amusement Machine 
Manufacturers Asso- 
ciation annual trade 
show, Japan. Contact 
JAMMA +81-3-3438- 
2363; FAX +81-3-3438- 
Ye AR 


| September 14-16 


IAAPA Summer 
Meeting, Hong Kong. 
Contact [AAPA (703) 
836-4800; FAX (703) 
836-4801. 


: September 17-23 


IAAPA Post-Summer 
Meeting Tour, 
Bangkok and Singa- 
pore. Contact IAAPA, 
(703) 836-4800; FAX 
(703) 836-4801. 


| October 10-12 


Consumer Electron- 
ics Show, Mexico 
City, Mexico. Call 
Consumer Electron- 
ics Group, (202) 457- 
8700. 


' October 25-28 


Amusement Machine 
Operators Associa- 
tion of Queensland 
International Con- 
vention, Conrad 
Jupiter’s Hotel & 
Casino, Queens- 
land’s Gold Coast, 
Australia. Call 61-7- 
841-1021; FAX 61-7- 
841-1332. 


December 7-10 
ist Supergames 
Moscow, internation- 
al gaming-amuse- 
ment- sound-light ex- 
hibition, Krasnaya 
Presnya Internation- 
al Exhibition Centre, 
Moscow. Call +44 
(171) 286-9720; FAX 
+44- (171) 286-0177. 





: Mondial International Corp. hosted a well-attended late April 
: open house at its new facility in Hato Rey, Puerto Rico. Stand- 
: ing by the NSM Solid Gold jukebox, (I-r): Bruce Sarkisian of 
: Mondial, John Margold of NSM-America, and Ivonne Rivera 
: and Carlos Correa of M.I.C. 





American and Mexi- 


can manufacturers of 

: consumer electronics 

: will be exhibiting at the 
upcoming CES Mexico 


‘95, set for Oct. 10-12 in 


: Mexico City. 


The event affords an 


opportunity for entrepre- 
: neurs to enter the mar- 
: ketplace and make im- 

: portant affiliations for 

: joint ventures among 

: U.S., Central, and South 
: American companies. 


“Developing sales in 


: an international market 
: is along-term proposi- 

: tion,” said Gary Shapiro, 
i group vice president for 
: show sponsor Electronics : 
: Industries Association’s 
: Consumer Electronics 

: Group. 


He added, “Savvy 


: manufacturers know that : 
: it takes commitment, pa- 
: tience, and understand- 

: ing to be successful in 

: Mexico or any other in- 

: ternational arena.” 


Nearly 75 percent of 


: exhibitors and attendees 
: polled at CES Mexico ‘94 
: indicated that the show 

: exceeded their expecta- 
: tions, and 94 percent 

: replied that they would 

: return in ‘95. 


Ninety-four exhibitors 


38 


CES Mexico ‘95 slated for fall 


: and 18 from Mexico) are 
: scheduled for the second 
: annual CES Mexico. 


Said show manager 


: Margaret Cassily, “Al- 

: though the devaluation 
: of the Mexican peso has 
: concerned some manu- 


facturers, we feel that 


Mexico continues to offer 
: U.S. companies outstand- 
: ing opportunities and ac- 
: cess to not only Central 

: America, but to South 

; America as well.” 


She added that ac- 


cording to the Interna- 

: tional Monetary Fund, 

: despite a recession the 

: next few months, Mexico 


will start bouncing back 


: later this year and is ex- 
: pected to post a 1.5 per- 
: cent economic growth 

: rate for all of 1995. 


In 1996, the IMF fore- 


sees a growth rate of as 
: much as four percent, 

: Mexico's best showing 

: since 1990. 


Product slated for dis- 


: play at CES Mexico ‘95 

: includes audio hard- 

: ware/software and ac- 

: cessories, mobile elec- 

: tronics, video 

: hardware/software and 
: acessories, telephones 
: and related equipment, 
: : and home theater prod- 
: (76 from the United States 


ucts. A 
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Increase Your Income & 

Player kxcitement With 
Dynamo’s All-New 
4-Player Hot Flash! 

Contact your local Dynamo distributor for more 


information. Tables are available in 4-player, 
standard 2-player and 3' x 6' mini models 









sega names four in 
video game division 


Ken Anderson 





Mike Cooper-Hart 


Sega Enterprises Inc. 
USA announces several 


promotions for its coin-op : 
: He has over 18 years of 

: industry experience in 

: Commercial and con- 

: sumer electronics and in- 
: ternational operations 

: and management. 


video game division. 

Ken Anderson has 
been promoted to vice 
president of sales and 
marketing. The 28-year 
industry veteran began 
his career as aregional 
sales manager for Ameri- 
can Wurlitzer based in 
Los Angeles. 

Since joining Sega 
three years ago as direc- 
tor of sales and market- 
ing, he has pushed ar- 
cade game sales to an 
all-time high. 

Frank Pellegrini has 
joined the company as 
vice president of new 
business development. 
He will be responsible for 
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Frank Pellegrini 


: initiating new product 

: concepts and employing 
: innovative techniques to 
: promote Sega products 

: tonew markets. 


Pellegrini has 17 years 


: of industry experience, 

: most notably nine years 

: with Konami USA, where 
: he was a vice president; 

: and one year with Elec- 

: tronic Arts, where he 

: helped establish a coin- 

: op division. He began his 
: career with Bally Mid- 

: west Distributing Co. and 
: Atari Mfg. 


Mike Cooper-Hart has 


: been named vice presi- 


dent of manufacturing. 


Cooper-Hart was for- 


: merly vice president of 
: manufacturing at Namco- : 
: America, where he was _— : 
: responsible for both man- : 
: ufacturing and customer 
i service. 


Kimberly Marshall has 


: moved over from two 

: years at the recently-sold 
: Sega of America con- 

: sumer products toy divi- 

: sion to become executive 
: assistant to company 

: president Al Stone. 


WHO'S NEWS 


-TWiappoints Van Elderen 


Time Warner Interac- 


: tive Inc. has selected Dan 
: Van Elderen as president 
: and chief operating offi- 

: cer of worldwide opera- 

: tions for both its coin-op 

: arcade division (formerly 
: Atari Games) and its con- 
: Sumer games group (for- 

: merly Tengen). 


Together these two op- 


: erations are known as 
: TWI’s Games Division. 


Van Elderen is a 22- 


: year veteran of the com- 

: pany and the video game 
: industry. He began his ca- 
: reer with Atari in 1973, 


: working with Nolan Bush- : 
: the challenge and pace of 


: nell to build the original 
: coin-op Pong game. 


He spent 16 years on 


: the arcade side of the 

: business, serving as head 
: of product development 

: through the 1980s, some 

: of the most successful 

: years for Atari. For the 


: ed the company’s con- 

: Sumer games division as 
: president and chief oper- 
: ating officer. 


Said John Billock, the 


: Time Warner executive 


Glasco adds Raab 


: responsible for oversee- 

: ing the restructured TWI, 
: “When we made the deci- 
: sion to appoint acommon 
: head over both our ar- 

: cade and consumer divi- 

: sions, there was no ques- 

: tion that Dan was the 

: obvious choice. He’s not 

: only experienced but also 
: well-known and respect- 

: ed on both sides of the 

: business. 


Van Elderen comment- 


: ed, “I came into this in- 
: dustry on the coin-op ar- 
: cade side, so I’m excited 
: about going back to my 


roots. I’ve also enjoyed 


: the mass-market con- 

: sumer business over the 
: last several years. Now it 
: looks like Ill get to enjoy 
: the best of both worlds. 


“The consolidated TWI 


: games division now cov- 
: ers all aspects of the in- 
: last six years he has head- : 
: business, providing it 

: with unique opportunities 
: for creating, developing, 

: and marketing original ti- 
: tles for worldwide mass 

: markets.” 


teractive video game 





Vending equipment 


: manufacturer Glasco has 
: added Larry Raab to its 

: staffas a marketing rep- 

: resentative. 


Raab’s responsibilities 


: will include traveling 

: with Glasco distributor 

: Sales personnel, conduct- 
: ing seminars, and devel- 

: Oping a firm communica- 
: tion link between the 


: operator, distributor, and 


Glasco. 


He has over 20 years of } 
: experience insalesand : 


marketing, with his most 
: recent position being 
: product manager for At- 


: las Distributing in Cincin- : 


: nati, Ohio. 


Said Glasco vice presi- 


: dent Joe Gilbert, “We are 
: extremely happy to have 
: someone of Larry’s cal- 

: iber join us. He has been 
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: working with the Glasco 

: line since its inception 

: and will bring a wealth of 
: knowledge and enthusi- 

: asm to our distributor 

: network. 


Raab can be reached 


' at (314) 298-3510; FAX 
' (314) 298-1309. 





' Larry Raab 
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WHO'S NEWS 


McCaul takes new 





Steve McCaul 





Mondial Distributing 
Inc. has appointed Steve 
McCaul to be its director 
of redemption. McCaul 
will coordinate redemp- 
tion sales in all five Mon- 
dial offices: Norwood, 
Mass.; Rochester, N.Y.; 
Springfield, N.J.; Pitts- 
burgh, Pa.; and Philadel- 
phia, Pa. 

His responsibilities 
will include organizing 
seminars and redemp- 
tion spotlight shows in all 
Mondial offices, as well as 
consulting on layouts and 
designs for new and ex- 





Mondial post 


: isting redemption loca- 
: tions. 


McCaul joined Mondi- 


alin 1992. He concentrat- 
: ed on the family enter- 
tainment center market 

: in New England and 
helped increase income 

: at several operators’ lo- 
cations by adding or en- 

: hancing redemption 
equipment and merchan- 
: dise. 


Prior to joining Mondi- 


: al, McCaul was vice pres- 
: ident of Ryan Amuse- 

: ment Co. in New England. 
While there he spear- 

: headed Ryan’s move into 

: redemption. 


Said Mondial execu- 


: tive vice president Tony 
: Yula, “By appointing 

: Steve as director of re- 

i demption we hope to har- : 
: ness the skillthathehas_ 
: developed in our Massa- 
: Chusetts office and use it 
: ona larger scale. 


“Redemption has been 


i a big part of our industry 
: for several years, but few 
: people know how to 

: make a redemption oper- 
: ation as profitable as 

: Steve. Now all of Mondi- 
: al’s customers will be 

: able to benefit from his 

: knowledge.” 





Martin rejoins CCI 


After a brief leave of 
absence, sales represen- 
tative Stacey Martin has 
rejoined Coin Concepts 
Inc. 

Martin’s return was 
the catalyst for anew 
arrangement of sales re- 
sponsibilities. Martin will 
handle CCI sales on the 
West Coast and in Cana- 


PLAY METER 


da; sales representative 

: Michael Pszcola will han- 
: dle Midwestern and ex- 

: port sales, while vice 

: president of sales Gary 

: Warner will handle sales 
: on the East Coast. 


To reach Warner, Psz- 


: cola, or Martin, call (908) 
: 390-9009. 


Lack heads Acclaim- 


His name is nota 


: household word, al- 

: though the products of 
: his creative mind are 

: known to everyone. 


John Lack, architect of 


: MTV, Nickelodeon, and 

: The Movie Channel, has a 
: new project. He has ac- 

: cepted the post of chief 

: executive officer for a re- 
: cently formed joint ven- 

: ture between entertain- 

: ment software publisher 

: Acclaim Entertainment 

: Inc. and cable communi- 

: cations carrier Tele-Com- 
: munications Inc. 


Acclaim owns 65 per- 


: cent of the new venture, 

: TCI owns 35 percent. The 
: pair will focus on devel- 

: oping and acquiring en- 

: tertainment software for 

: distribution through in- 

: teractive electronic me- 

: dia, and the promotion of 
: anew standard network 

: game platform to be in- 

: corporated into ad- 

: vanced set-top boxes. 


TCl joint venture 


Said Bruce Ravenel, 


: senior vice president and 
: chief operating officer of 

: TCI Technology Ventures, 
: “Competitive games and 

: interactive entertain- 

: ment are quickly devel- 

: oping into major new seg- 
: ments of our business.” 


Added Gregory Fis- 


: Chbach, chairman and 

: chief executive officer of 

: Acclaim, “We are about to 
: enter anew era in enter- 

: tainment programming— 
: the interactive one. We 

: believe John will bring 

: the entertainment world 

: yet another innovation in 
: the creation of our games 
: Channel.” 


Lack began his 25-year 


: business career as a print 
: journalist before joining 

: the ranks of radio and TV. 
: In addition to his other 

: TV credits, Lack orches- 

: trated the launch of ESPN 
: 2,anew contemporary 

: sports network for young 
: adults. 





Sega Enterprises’ 


: Gaming Division has cho- 
: sen Doug Sanderson to 
: be its new president. 


According to Sega 


: chairman Joe Robbins, 

: “We’ve put great stock in 
: Doug’s ability to carry out 
: our game plan. Two or 


three years ago Sega did- 


: n’t even have a gaming 

: division. Today we area 

: regular presence on the 

: gaming convention cir- 

: cuit and sales are ex- 

: panding across the globe. 
: We feel Doug is the right 

: man to head up our 

: worldwide operations.” 


Sanderson explained, 


: “IT believe Sega Gaming 
: will be a major factor in 
: the gaming business 

: throughout the world. I 
: am truly excited to bea 
: part of it.” 


Sanderson previously 


: served as director of na- 
: tional casino sales for 

: Bally Gaming and direc- 
: tor of sales for Interna- 

: tional Game Technology. 
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Sega Gaming taps Sanderson 


Other executives as- 


: sisting in Sega’s gaming 

: efforts include John Mur- 
: phy, director of sales for 

: all of Europe, the Middle 

: East, and Africa; John 

: Barone, director of sales 

: and manager of opera- 

: tions in Las Vegas; Roger 
: Rearick, director of sales 
: for South and Central 

: America; and Bob 

: Browne, head of the gam- 
: ing division in Australia. 





: Doug Sanderson 
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WHO'S NEWS 





Gary Garland 


Veryfine Products has 
chosen eastern region 
sales manager Gary Gar- 
land as 1994 Foodser- 
vice/Vending Salesman 
of the Year. 

Garland’s accomplish- 
ments include a 104 per- 
cent increase in sales 
over volume quota and a 
general 21.6 percent 
sales increase. 


In other Veryfine news, : 
the company has promot- : 
: Thornton, director of 
: field sales; Steve Ober- 
: meier, director of busi- 

: ness development; and 
: Peter Keefe, director of 
: sales operations. 


ed Steve Rowse, former 
vice president of market- 
ing, to the newly created 
post of vice president of 
customer strategy and 
business development. 


Rowse is a fourth gen- 


: eration member of the 

: family that has owned 

: Veryfine since 1900. He 

: joined the company in 

: 1983 and has served in 

: various Capacities in the 
: marketing department. 


Al Carosi has been 


: named the new vice pres- : 
: ident of marketing. Prior 
: to joining Veryfine, 

: Carosi was asenior vice 

: president of marketing 

: for Hasbro/Parker Bros. 


In addition, the com- 


: pany has named former 

: foodservice andvending : 
: marketing manager Joan : 
: Johnson to the post of 
: market development 

: manager. 


Johnson is one mem- 


: ber of a field manage- 

: ment team created toef- : 
: fectively match Veryfine’s : 
: products and packaging : 
: to its customers’ needs 

: and meet their opera- 

: tional requirements. 


Other members of the 
team include Dennis 





NIGA elects officers 


Over 450 tribal leaders 
and support staff of the 
National Indian Gaming 
Association came to 
NIGA’s recent annual 
meeting in Green Bay, 
Wis., to elect officers, 
plan strategy, attend to 
business matters, and ad- 
dress proposed legisla- 
tion considered detri- 
mental to Indian gaming. 

Richard Hill was re- 
elected chairman, the 
third term for the former 
chairman of the Oneida 
Indian Nation in Green 
Bay. Hill is regarded as 
one of the leading nego- 
tiators for Indian gaming 
rights. 
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Daniel Tucker was also 


Melanie Benjamin of 


: the Grand Casino Hinck- 
: ley in Hinckley, Minn., 

: was elected secretary of 

: the association after serv- : 
: ing on the NIGA execu- 
: tive committee for four 
: years. 


Clinton Pattea, the 


: president of the Fort Mc- 
: Dowell Mohave Apache 

: Indian community in 

: Fountain Hills, Ariz., was 
: elected treasurer. 


Acclaim beefs up 


coin-op division 


Acclaim Coin-Op En- 


: tertainment is moving 


Veryfine spotlights Garland — 


: appointments that will 
: complete its design staff. 


forward with a series of 


The company’s first 


: coin-op game will be 

: based on the new Warner 
: Bros. release, “Batman 

: Forever,” which stars Val 

: Kilmer, Jim Carey, Tom- 

: my Lee Jones, and Nicole 
: Kidman. The coin-op title 


will utilize Acclaim’s 


: award-winning motion 
: capture technology. 


Among the appoint- 


: ments: 


Associate producer/ 


: game designer—Victor 
: Mercieca, previously a 
: producer at Trimark In- 


teractive and Bitmasters. 


: He also held positions at 
: Atari Games Corp. and 
: Tengen Inc. 


Lead animator—Ken 


: Cope, formerly a senior 

: show designer for Walt 

: Disney Imagineering. He 
: has accumulated a series 
: of animation credits in 

: his 18-year career. 


Computer animators 


: and illustrators—Jon 

: Bell, formerly of Sega of 

: America and LucasArts 

: Entertainment; Stephen 

: Lewis, formerly of Rocket 
: Science Games and 

: Presage Software; and 

: Gerardo Sprigg, formerly 


of American Laser 


3 Games and Riedel Soft- 
: ware Productions. 


Computer program- 


: mers—John Grigsby, for- 
: merly of Atari Games; 

: David Gacke, formerly of 
: American Laser Games 

: and Game Refuge Inc:; 

: and Cory Ondrejka, for- 

: merly of Lockheed 

: Sanders Inc. 





sony names Stolar 


Sony Computer Enter- 


: tainment of America, 

: maker of the CD-ROM- 

: based video game system 
: PlayStation, has chosen 

: Bernie Stolar to be its 

: vice president of business 
: development. 


Stolar’s 20-year career 


: includes aterm as presi- 
: dent of Atari Corp.’s en- 
: tertainment division. 

: Most recently he was an 


: : independent consultant 

: specializing in marketing 
: and strategic business 

: planning. 


Other staff appoint- 


: ments include Haven 

: Carter Dubrul as product 
: marketing director; An- 

: drea Vassalo as public re- 
: lations manager; and 

: Paul Burrowes as audio 

: Manager. 





Two-Bit Score Amuse- 


: ments has added Spike 
: Tsasmali to its staff of 
: game design engineers. 


While serving as an in- 


: dependent designer, 
: Tsasmali produced the 
: RGB to NTSC Converter 


that allows operators to 


: connect any TV set to 
: their coin-op video 
: games. 


Tsasmali has already 


: helped Two-Bit bring two 
: new products to the mar- 
: ket: the Yogi Ticket Dis- 

: penser and the Change 

: Machine Kit, two inex- 

: pensive solutions to com- 
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Two-Bit Score adds Tsasmali 


: chosen for athird term as : 
: vice chairman. He was 

: the former chairman of 

: the Sycuan Band of Mis- 

: sion Indians in California. 


mon operator com- 
: plaints. 


His newest project is 


: the Credit Accumulator, 
: a self-contained single- 

: board computer that al- 
: lows the price of a vend 

: or game to be raised on 

: Older equipment origi- 

: nally designed to accept 
: Only one coin. 


Tsasmali call can be 


: reached at (512) 447-8888, 
: or on the world wide web 
: site for on-line technical 

: assistance: 

: http://www.io.com/- 

: twobit. 
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) Available as an upright in four 

NEO-GEO ' different configurations 

has revolutionized vm ls! Y (MVS-1, MVS-2, MVS-2 Mini, 

the Video Game Industry. = \ and an MVS-4), or as a 

Over the past four years, the NEO conversion kit in a 1-Slot and 
GEO has driven more top 10 Hits \ 2-Slot format. So now, 
than any other video format. NEOGH convert any of your 
ike slow earning games into a 
The NEO GEO by SNK, offers an Ws fast earning 
affordable video option with the NEO GEO. 
quickest R.O.I. ever offered to this 
industry. Return On Investment, 


We don’t just stop at 
isn’t that what it's all about? 


hardware either. NEO GEO is 
cartridge based, so changing 
games are a snap! We also 
provide you with a distinct 
software library of arcade hits 
past, present, and future. 

The future is now, don’t 
let it pass you by. NEO GEO, 


don’t leave a location without it. 


Depending on which NEO GEO 
System you choose, you can update 
a single location with a minimal 
investment, or satisty multiple 

locations on an average budget. 


We offer any format for any location. 


The Future Is Now . 
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WHO'S NEWS 





Joey Herd 


family and children’s en- 
tertainment centers, has 
appointed Joey Herd as 
director of operations 
and development. 

Herd, who is president 
of the International Fami- 


Jungle Jim's appoints Herd 


: ly Entertainment Center 
: Association, was instru- 
: mental in the formation 


of the association. Most 


: recently he was the gen- 

: eral manager of Gallerlia 
: Fun Country in Birming- 

: ham, Ala. 


Jungle Jim’s corporate 
offices are presently relo- 


: cating from San Antonio, 
: Texas, to the Boston, 

: Mass., vicinity. Jungle 

: Jim’s comprises seven 

: Company-owned loca- 

: tions and four franchise 

: locations. 

Jungle Jim’s, a chain of : 
: ters are indoor facilities 

: in the 25,000-square-foot 

: range and offer a combi- 

: nation of children’s rides, 
: redemption games, soft 

: modular play structures, 


All Jungle Jim’s cen- 


and foodservice. 





Bally Gaming names three 


Bally Gaming Inc. has 
named Scott Schwein- 
furth as senior vice presi- 
dent, chief financial offi- 
cer, and treasurer. 

Other appointments 
include Glen Thompson 
as director of customer 
service and John 
Archuleta as field service 
manager. 

Schweinfurth spent 
the last 18 years with the 
CPA firm of Ernst and 
Young, where he was a 
partner. His experience 
with multinational com- 
panies will help further 
integrate Bally Gaming’s 
domestic and interna- 
tional operations. 

Thompson will direct 
the company’s customer 
service department. He 
replaces Richard Meit- 
zler, who moved to inter- 
national sales. 

Archuleta will coordi- 
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: Glen Tho 









mpson 





: nate installations and 
: Customer service in the 
United States and over- 


see 16 field technicians. 


: He has over 11 years of 
: experience in gaming 
: electronics. 





Allied acquires Weighin 





Herbert Dean 





Allied Vending Co. of 
Corsicana, Texas, 
provider of full-line vend- 
ing services in 22 states, 
has acquired Weighin Inc. : 
of Austin, Texas, maker of : 
the Weight Check 2000 
scale. 

Several Weighin em- 
ployees will assume man- 
agement positions at Al- 
lied, including Herbert 
Dean as vice president of 
marketing, Cecil Craft as 
vice president of develop- 
ment, and Rhonda Belam 
as vice president of fi- 
nance. 

The combined assets of : 
the two firms gives Allied 
a larger and more di- 





Rhonda Belam 





verse account base. The 

: company has field offices 
: throughout the southern 
: United States. 





Award winner 





Play Meter's associate editor Steve White has received the 
first place Gibbs Adams Award in the Louisiana Press Associa- 
tion's better newspaper editorial competition. The award 
was presented for an article in a series on how to start a busi- 
ness, which was published while Steve was on staff at the 
Slidell Sentry News. 
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And something’s bound to be going 
wrong with one of them at any point 
in time. 

So each of these guys is “hands on” capable 
of fixing any of it. And they stay open from 
7 AM to 7 PM every day of the work week 
doing nothing but making sure it’s all up and 
running. 


The name of their company? 

Valley Recreation Products. And their 
equipment is 100% Valley pool tables, elec- 
tronic dart machines, and the computerized 
league management system that supports 

it all. 


Frank Corsanos 
Service Technician 


Bob Corrigan 


National Service Mgr. 





Near as we can figure, these guys 


have over 250,000 pieces of 
equipment on the street. 


Actually, these guys work for you. 
They’re Valley’s National Service Depart- 


ment: Bob(Manager), Frank, Mike and Craig. 


They just “suited up” like Fortune 500 exec’s 
to catch your attention, so we could make a 
very important point about operating Valley 
equipment ... 


The quality of service behind a piece 
of coin-operated equipment — 
especially coin-operated equipment — 
is every bit as important as the quality 
of the equipment itself. 

And you simply won’t find a more dedicated, 


Mike Gannon 
Service Technician 


Craig Schroeder 
Service Technician 


“street seasoned” — thoroughly quality — 
service team in the industry. This team cannot 
only diagnose the problem quickly, they have 
full “no questions asked” authority to do 
whatever it takes to get it running. 


They may not be boardroom executives. 
But they’re every bit as important. 


7 to 7 Service 
7AM to 7PM Central Standard Time 


1-800-331-5420 


VALLEY, 


Commitment To Excellence 


333 Morton Street * P.O. Box 656 * Bay City, MI 48707 


Toll Free: 1-800-248-2837 
Phone: (517) 892-4536 FAX: (517) 892-6513 


Canada/Int’l: (517) 894-6175 * FAX: (517) 892-9446 


© Copyright 1995, Valley Recreation Products, Inc. ¢ Bay City, Ml ¢ Sycamore, IL ¢ Shakopee, MN 





WHO'S NEWS 


Betson promotes Boals, 





Bob Boals 


Betson Enterprises has 
promoted Bob Boals to 
the post of vice president 
of sales and marketing. 
Boals was formerly direc- 
tor of sales. 

Boals began his career 
with Betson 13 years ago 
as a salesman of games 
and music. His vast re- 
sponsibilities are now in- 
creased to include 
branch management, in- 
ternational sales and op- 
erations, and key account 
sales. 

Boals recently had the 
pleasant job of announc- 
ing the grand opening of 
Betson’s newest office, 
Betson Philadelphia Dis- 
tributing. 

The facility hosted a 
gala party in April to cel- 
ebrate the new office in 
conjunction with a post- 
ACME open house that 
was attended by close to 
700 local operators and 
their families (look for 
photos in our July issue). 

The open house was 
the occasion for opera- 
tors to meet with the staff 
at Betson Philadelphia: 
Irv Spinak, director of 
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appoints Spinak 






Irv Spinak 


: sales; Gene Kelly, admin- 
: istrative manager; John 

: Hens, vending sales man- : 
: ager; and Leonard Pace, 
: warehouse manager. 


The staff includes in- 


: dustry veterans, includ- 

: ing Bob Dipipi and Ken 

: Kovalkovic, music, 

: games, and redemption 

: sales; and Clyde Fairman 
: and Frank Nolan, vend- 
ing sales. 


Spinak was previously 


? with Mondial Distributing 
: for 11 years, most recent- 
: ly as vice president of 

: sales and marketing. He 

: commented, “I’m excited 
: to be here and am look- 

: ing forward to a long re- 

: lationship.” 

He views the new office : keting. 
: location as strategicand : 

: affirms, “We will cover 

: the Philadelphia area 

: quite heavily. We plan to 
: host seminars and send 
: our sales staff directly to 
: operators’ offices.” 


The address and 


: phone number at Betson 
: Philadelphia are 310 

: Hansen Access Road, 

: #105, Philadelphia, PA 

: 19406; (610) 265-1155. 





: Brian Duke 


Brian Duke has been 


: named national sales 

: manager for Lazer-Tron 

: Corp. The company cre- 

: ated this new position to 
: assist vice president of 

: sales Ron Carrara ona 

: domestic level and allow 
: him more time to pursue 


: the international market. : la 
: tunities with redemption, 


: and our equipment will 
: be earning them money 


Duke started in the in- 


: dustry in 1982 as eastern 
: regionalsalesmanager_ : 
: with Universal during the : 
: popularity of Mr. Do!, the 
: first truly successful 
: video game kit. Uptothat : 
: point, kits were viewed as : 
: games not quite good 

: enough to be dedicated. 


After leaving Univer- 


: sal, he was named re- 

: gional sales manager at 

: Nintendo, where he 

: helped introduce the VS. 
: System. Duke was most 

: recently with Capcom, 


where he served as re- 


: gional and later national 
: sales manager. 


Betson Pacific names Robinson 


i Calif., (714) 228-7500; FAX 
i (714) 228-7510. & 


Betson Pacific has 


: named Mike Robinson as 
: director of foreign mar- 


Robinson has exten- 


: sive experience on both 

: the manufacturing and 

: distributing levels, hav- 

: ing been national sales 

: manager for Tecmo dur- 
: ing the run ofits popular 
: Ninja Gaiden, and recent- : 
: ly vice president and gen- : 
: eral manager for Century : 
: Vending. 


Robinson can be 


: reached at the Betson Pa- | 
: cific office in Buena Park, 


Duke signs on at Lazer-Tron 


Carrara said, “The in- 


: ternational market has 

: been growing so much 

: that it has become vital to 
: have someone who is 

: completely focused on 

: the domestic market. 

: Lazer-Tron prides itself 

: on its dedication to its 

: customers and unparal- 

: leled service. Brian is the 
: perfect person to fill this 
: new position.” 


Duke, who has long 


: viewed the redemption 
: market as a growing seg- 
: ment of the industry, said, 


“I’m so excited about 


: joining a company with 

: the integrity and reputa- 

: tion that Lazer-Tron has. 

: It’s gratifying to be witha 
: company in a growing 

: field, not ashrinking one 
: like video games. So 

i many operators in our in- 


dustry are finding oppor- 


for a long time.” 
He added, “Witha 


: Company only making 


video games, you see 
earnings, longevity, and 


: sales figures plummet- 

: ing. You’re fighting to 

: keep your head above 

: water. With redemption 

: operators can find the 

: foundation to build their 
: businesses stronger than 
: ever.” 


Duke can be reached 


: at Lazer-Tron’s Pleasan- 
: ton, Calif., headquarters, 
> (510) 460-0873. 





: Mike Robinson 
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CHUGAI BOYEKI (AMERICA) CORP. 
55 Mall Drive ¢ Commack, NY 11725 
(516) 864-9700 ¢ Fax (516) 864-9710 
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Packaging ente 
_, for the 90s 


7 low do you like your entertainment? 
Passive or interactive, visual or hands-on? 








As we draw closer to anew century we see 
more changing than the dates , 
on our checkbooks and the | , 
gray in our hair. Our industry is 
undergoing a major overhaul, 
evidenced by the increased 
growth in locations that offer 
multiple attractions. Yes, video 
games are a part of the mix, but 
the emphasis is clearly else- 
where. 


The term “family entertain- 
ment center” is generic. Under 
that heading come facilities 
that strictly cater to small chil- 
dren (12 years old max), those 
that keep adult tastes upper- 
most, and full-blown empori- 
ums where toddlers, teens, 
parents, and grandparents are 
equally comfortable. 


sa staat R/ 


This special section looks at successful pial 
centers around the country that have ‘ 

developed their own particular blend 
of attractions, and zeros in on the FEC 
elements of laser tag systems, 
bumper cars and boats, party rooms, 
and foodservice. In addition, we so- 
licited comments from national asso- Cas & oa 
ciations and experts in the field to #iii TEES? — 
give a well-rounded picture of enter- [Hii e-suame AMIE Ti 

tainment today. 
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Energy and enthusiasm 
define new Putt-Putt 


o Brian Horridge, owner/manager of Putt-Putt Golf & 
Games in Mandeville, La., it’s alla matter of philosophy: “A 
lot of people want to make this business complicated but it’s 
really simple. Take care of 
your employees and they will 
take care of your customers.” 

This Putt-Putt franchisee 
and his employees are enthu- 
siastic and energetic. You 
can see it in the friendly 
greeting extended as cars 
drop off children for birthday 
parties, and in the good-na- 
tured banter with regular 
customers. 

Over Easter weekend the 
new five-station batting 
cages were being readied for 
opening day while additional 
landscaping was being com- 
pleted. The 2.3-acre site will 
boast a picnic area in time for 
summer day camp visits, and 
in the future house a 3,500- 
square-foot Putt-Putt Total 
Play area with hands-on activities for 
younger children. 

The Easter agenda included an Easter Sun- 
day Egg Hunt with all the proceeds donated 
to the special kids of St. Tammany parish. The 
facility was officially closed on the holiday, 
except for this activity, after which employees 
could enjoy free games. 

Horridge characterizes his facility as a fami- 
ly entertainment center. “We make it afford- 
able for families,” he explains, “especially 
with our Super Saturday offer that features 
four hours of golf, 30 tokens, a drink, anda 
slice of pizza for $6.” 

A number of other “specials,” such as cou- 
ples night, family night, and tournament 
night, keep customer interest high and ad- 
dress the value-added concept. Students can 
join the Great Grades Club and receive to- 








Top: kens for good grades. Group rates are available for churches, 
Two 18-hole Putt-Putt courses include sports teams, scout troups, and day care centers. 

bridges and ponds; the game room and Customers can enjoy two 18-hole golf courses; a 5,100- 
batting cages are in the background. square-foot game room with videos, pinballs, kiddie rides, 
and lots of ticket-dispensing games; a concession stand; re- 
Bottom: demption center; and three pastel colored party rooms that 

In the party room, (I-r): owner/manag- can open into one huge room for large celebrations. 
er Brian Horridge, Carin Brandon and Track lighting and blue skies with clouds adorn the walls in 
daughter Jillian, and party captain the game room where the mix is 65 percent redemption 


Shelly Peterson. 
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Y COMPATIBLE WITH ALL WINDOWS v¥ AUTOMATED PROCESSING OF HAND- 
COMPATIBLE NETWORKS WRITTEN FORMS BY FAX OR SCANNER 
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INFORMATION, INCLUDING RO! AND SERVICE (PALM TOP AND PEN BASE) 
Y DETAILED INFORMATION FROMPAST © INTERFACE FOR AUTOMATED METER 
YEARS INFORMATION 
Y DESIGNED BY PROFESSIONALS INTHE SERVICE CALL TRACKING 
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Above right: 

Video technician 
Matt Autin (c) helps 
boys at the clown 
wheel, where 
“every spinner is a 
winner.” 


Middle: 

Wanda Engle- 
bracht (I) and Beth 
Mavrinac take a 
break from party 
preparations. 


Bottom: 

Banks of redemp- 
tion games line 
walls painted with 
blue skies and 
clouds. 


equipment and 35 percent 
video. “Redemption is really 
hot right now,” says Horridge. 

The video side includes fight- 
ing-themed games and sit- 
down drivers. He plans to give 
new fighting-themed games a 
shot in the summer to see what 
happens. “If they don’t do well, 
then I'll scale back the video,” 
he says. 

Since redemption occupies the majority of the game room 
space, what are the hot items at the 16-foot prize counter? 
Karaoke machines; big plush items; and milk caps with such 
accessories as Slammers, stickers to change the slammers, 
and tubes to hold the caps. 

“Those are going like crazy,” comments Horridge, who saw 
them sit in the case for two months before they took off. “Kids 
play with the milk caps on the patio. Most are nine- to 12- 
year-olds, 90 percent boys and 10 percent girls.” 

Horridge prides himself on reasonable prices, adding, “We 
give out more tickets and our prizes are more attainable.” 
Probably one of the most popular spots is the clown wheel 
where players turn in 100 tickets for a chance to spin the 
wheel to win tokens, more tickets, popcorn, icees, a free Su- 
per Saturday pass, and lots more. “Everybody is a winner and 
they love it,” interjects Horridge. 

The location’s park-like atmosphere is in keeping with the 
surrounding Mandeville community, population 12,000. Near- 
by Madisonville and Covington bring the citizen level up to 
40,000. 

It’s fitting that Horridge and Putt-Putt should come togeth- 
er. AS a youngster he grew up five blocks from the Metairie, 
La., Putt-Putt, where he spent a good deal of time. 

His partners are his brother Eddie Horridge and friends 
Mike Mieto and Blaine Fury. Opening Putt- 
Putt Golf & Games has been a labor of love. 
Much of the golf course installation was un- 
dertaken by the partners themselves. 

Horridge is proud of the physical plant but 
says, “It’s not the building that makes the 
place, it’s the people. We’ve made an invest- 
ment in people.” 

Among the people he appreciates are day- 
time manager Wanda Englebracht and the 24 
part-time employees, mainly students in the 
Mandeville area, who serve as party captains 
and put the fun in the birthday festivities. 

Parties last about two hours and include an 
appearance by Putt-Putt mascot Buster Ball, 
whose countenance also graces the party 
cake supplied by locally-owned Tammie’s 
Bakery. 

The facility hosted 29 parties the first week of 
April. Most parties are booked for children 
aged five to 12, with an equal number for boys 
and girls. One of the most unusual birthday 
celebrants was a 73-year-old grandfather who 
wanted a party just like his grandson’s. 

Jillian Brandon celebrated her ninth birthday at Putt-Putt 
Golf & Games on April 14. Mom Carin Brandon comments, 
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© Moving Hoop — 
Just enough for 
the Kids 


© Really great 
background sound 


© Unique Kid- 
Friendly Score and 
Time Indicators 


© Special 
Kid-Sized 
Basketballs 
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FOR FURTHER INFORMATION, 
CALL YOUR DISTRIBUTOR OR: 


Innovative Concepts in Entertainment, Inc. 

1501 Kensington Avenue, Buffalo New York 14215 
Phone: 1-716-833-0481 

Fax: 1-716-833-1342 


« #1-Ranked 
Kids Game 
Just Got Better! 








And We Added 


These... 


© Cabinet Size 
Reduced to 
34" wide 

¢Game designed for 
“Plug-In and Play" 


— No Assembly 
®Double Deep 

Ticket Bin 
© Low Ticket Indicator 


©Contemporary Colors 
and Graphics 


DIMENSIONS: 
78" HIGH 
34” WIDE 
74" DEEP 


SHIPPING 
WEIGHT: 
638 LBS. 








FAMILY ENTERTAINMENT 


“Parties here are fun. They do everything for you. The party 
captains are great. There’s a lot of variety to entertain the 
kids so they don’t get bored. The staff is so friendly.” 

Party captain Shelly Peterson adds, “You meet a lot of peo- 
ple who remember you when they return later. You get re- 
quested to host parties, and little kids come up to 
you and hug you.” 

“The kids are our business,” says Horridge. “With- 
out them we wouldn't be around. As long as em- 
ployees and customers are happy, then I’m happy. 
That’s the real bottom line.” 

A self-confessed service nut, Horridge feels one 
of the great things about the business is that peo- 
ple don’t have to come. “You have to get groceries 
and you have to have your car repaired. When you 
come here you come to have fun.” 

Does he worry about competition opening down 
the road? Without hesitation comes the answer: 
“Your worst competition is yourself. If you take 
care of your customers and your employees, the 
business will take care of itself.” 

This summer will be the first full season for the fa- 
cility, which opened in August 1994. Hours of oper- 
ation are 10 a.m. to 9 p.m. Monday through Thurs- 
day, 10 a.m. until midnight Friday and Saturday, 
Party Captain Kevin Burke and 11 a.m. to 9 p.m. on Sunday. 

(behind the counter) and House rules include no hanging out in the parking lot and 


customers looking over ; 
Srizes at the Neat Stuff re- no smoking by anyone under the age of 18. A 


demption counter. 


Choose the “industry standard” for ticket dispensers 


Don't take chances! Dependable Redemption Machine 
performance, on time delivery, and 
outstanding service have made us the Ticket Dispenser 















preferred choice of manufacturers, ¢ Push button loading 

operators and distributors for over e Validation 

10 years. ¢ Quick release ticket 
suide for easy 

“We very much appreciate all the servicing 

effort that you have put forth to 






meet our unscheduled needs.” 
Jack Mendes, Jr. Bob’s Space Racers, Inc. 


“You certainly deserve your status as 
the leader. Keep up the good work.” 
John S. Mc Ewan, MELTEC Inc. 


“The quality of your product is excellent. 
It has traly withstood the test of time.” 
Joseph W. Sladek, SKEE BALL Inc. 


“In our business where service is the key 
. - everyone in your organization excels.” 
Gene Cramm, ShowBiz Pizza Time, Inc. 


ila 
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U.S. Pat. # 4272001 





e Counts and destroys 
redeemed tickets 





Deltronic 


Labs inc. 120 Liberty Lane, Chalfont, PA 18914 ¢ 215 997-8616 © FAX# 215-997-9506 
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FEC CONSULTANTS 


Like any new industry, 
FECs are evolving 


fic family entertainment center industry is now in about 
its fifth year as a recognized industry. Prior to the ‘90s most 
FECs were mainly outdoor miniature golf-anchored facilities. 
Social changes and the baby boomlet, or echo boom of births, 
set the stage for the current industry growth. 

Most of the growth has occurred in two categories of FECs: 
indoor children’s entertainment (pay-for-play centers) and 
broader age indoor FECs. Soft modular play equipment 
played a major role in the 
children’s market segment 
with the growth of Discovery 
Zone and Leaps & Bounds 
(now owned by Discovery 
Zone), who legitimized the 
industry. However, the ma- 
jority of FECs continue to be 
owned by independent oper- 
ators or small chains. 

Like any new industry, in- 
door FECs are continuing to 
evolve. Many early models 
have already proven flawed 
and either closed their doors 
or have undertaken serious 
revamping. Specialization is 
occurring with both niche 
market segments and event 
content. Much of this is being 
prompted by heavy competi- 
tion in many markets, some 
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A view of the outside of already overbuilt. The early generic FECs worked because 
the Wol-Ha FEC in they were the only game in town. More focused and better ex- 
Cancun, Mexico. ecuted FECs give a choice to consumers who love to vote with 


their pocketbooks on the concepts that please them the most. 

The FEC industry is but one part of a much larger and 
rapidly growing industry called out-of-home or location- 
based entertainment (LBE). LBE venues include everything 
from arcades to theme parks, zoos, aquariums (the kind with 
sharks, not the kind with guppies), movie theaters, concerts, 
bowling alleys, and sporting events. LBEs are becoming more 
difficult to define due to a hybridization that is occurring be- 
tween entertainment and the retail, education, restaurant, 
and hospitality industries. 

Entertainment is becoming an important ingredient to 
these industries with combinations now called such terms as 
edu-tainment, eat-entertainment, fantasy vacations, and 
themed or entertainment retail. In fact, it is becoming in- 
creasingly difficult to tell whether entertainment is the pri- 
mary or secondary reason for visiting the facility. 

The FEC boom began in the Chicago and New York mar- 


Randy White 
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WHOLESALE 
MILK CAPS 


Deal Direct With an East Coast Manufacturer!!! 
All-New Awesome Desians ¢ Best Prices * Quickest Deliver 

























Metro Milk Caps iM ~~ Sem 
Wants your Business!!! (Gases a 
1,000 Caps or 1,000,000 Caps! gen | rey Sy, 
GENERIC ais Ss 
& 
LICENSED 


Try our own Manufactured Designs!! 


THE FINEST QUALITY- 
ALL CAPS THICK 48PT.!! 


OUR LICENSES INCLUDE 


N.Y.C. Crazy Caps Sports Cartoons Nursery Rhymes 
Pure Poison Yin-Yang/ 8-Ball Circus ; 
Monsters Treasure Chest Stars & Stripes e Pepsi 
Mega Mix Dinosaurs 50 States 

¢ Popeye 


e Archie Comics 

e The Sunday Funnies 
e Classic Superheroes 
e Peanuts 


WE STOCK A FULL LINE OF 
SLAMMERS TOO!! 


Brass ¢ Steel « Aluminum e Plastic 
1/8, 1/4, Torpedos, Holograms 





DISTRIBUTORS WANTED!! 





Call Today 





CALL 
EAST COAST WAREHOUSE MEANS FAST SHIPPING!!! @xqiilie@iiea 


» 908-417-9757 finer 
95 NEWFIELD AVE. 
EDISON, NJ * 08837 | 


Fax: 908-417-9752 sa Gm 








FEC CONSULTANTS 


kets, quickly spread across the United States and into Cana- 
da, and is now occurring throughout the world. Two years ago 
I never dreamed that our company would be contributing to 
the international balance of trade. Today, almost half of our 
work is international. Last year our company produced a 
35,000-square-foot indoor FEC in Mexico. We are currently 
producing a 40,000-square-foot indoor children’s entertain- 
ment center in Caracas, Venezuela, and have aclient prepar- 
ing to develop an FEC in Warsaw, Poland. 
Today everyone wants to cash in on the family boom by call- 
| ing themselves “family.” This 
includes Las Vegas, cruise 
boats like Big Red, resorts, 
restaurants, etc. However, 
using the word “family” in 
your marketing or name 
does not a family entertain- 
ment center make. The term 
FEC designates an industry 
as a whole as well as defines a 
specific segment of the same 
industry. The FEC industry 
includes 10,000-square-foot 
indoor pay-for-play centers, 
multi-acre outdoor centers, 
and 30,000+-square-foot in- 
door centers. 

In encompasses entertain- 
ment centers that target fam- 
ilies, adults, and children. 
True FECs target and have 
multiple anchor activities for 
families, which means chil- 





The redemption dren accompanied by their parents, and possibly also unac- 
counter and food companied pre-teens and teens. All segments of the FEC in- 
area at Wol-Ha. dustry are characterized as being community-based 


recreation/entertainment destinations, having a length of 
stay around two hours, and being dependent on regular re- 
peat guests. 

In addition to Viacom/Blockbuster, the FEC industry is at- 
tracting much larger players, including theme park compa- 
nies, game or technology manufacturers, and mall arcade 
chains who are all trying to develop the perfect FEC formula 
that can be successfully cloned throughout the world. 

Many, like Edison Bros. and Discovery Zone, have learned 
by the expensive route that this is not all that easy. The prob- 
lem is that being community based, the FEC industry does not 
lend itself to fixed formulas. Each center must respond to lo- 
cal demographics and socio-economics, customs, weather, 
tastes, and competition. Such customization, or what our 
company calls customer-zation, is more easily produced by 
small entrepreneurial companies, not mass marketing gi- 
ants. 

Another problem with many of the “big-boys” approaches 
is that they think technology and access to proprietary tech- 
nology will give them a competitive advantage. When it 
comes to FECs, high tech, including so-called virtual reality 
isn't necessarily all that it is promoted to be. One problem is 
that the latest technology quickly becomes yesterday’s obso- 
lete technology. Its high capital cost and short life requires a 
payback that prohibits its use as anchor attractions where 
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LAZER-TRON 


Players will go wild at the chance of winning hundreds of 
tickets on Wheelin-N-Dealin, the exciting new skill stop game 
from Lazer-Tron. Players get three attempts to stop the 
two spinning hands on the desired ticket slots. The 
player attempts to accumulate as many tickets as 
possible during the 3 spins. Players try to avoid the 
Bankrupt slots as it will wipe out their accumulated 
tickets and the “Lose a Spin” slot which will take 
away one of the players 3 spins. 


Players can win up to 60 tickets on a single ~Wheelin-N-Dealin™ is made by Lazer-Tron, « Skill stop game Meets U.L. 

coin in normal game play, or hundreds of | the makers of the following hit products: Outstanding graphics specifications 

tickets by winning the progressive jackpot. Spin to Win” Aftershock” Fully operator adjustable —* Multi coin play 

To win the progressive jackpot, the player pip paninm po ager” Progressive bonus jackpots * Outstanding Sounds 

must stop on the “Jackpot” position with Super Bank-It II” Pirates Gold ™ Coin and ticket meters Quality construction 

either hand on all 3 spins. Cinthia Badhaah Ganina” oes Ue Wx50"Dx  ° Weight 250lbs. 

Call today for the distributor fl LAZER-TRONM 

nearest you. | JA FER AR 4430 Willow’ Rd. 
r A PANE Pleasanton, CA 94588 

Manufactured Under U.S. Patent No. 5,292,127 SS r, . = Phone: (51 0) 460-0873 

with others pending < Fax: (510) 460-0365 








FEC CONSULTANTS 


FEC repeat appeal necessitates low admissions. 

Additionally, the family market is seeking an out-of-home, 
socially interactive experience, not necessarily one that is 
competition based. Young children have little interest in 
technology. They are far more interested in the actual reality 
of the world. Children’s imaginations make them virtual real- 
ity machines. They don’t want or need help from machines. 
Go ahead and laugh, but young children are much happier 
getting their silicon as sand rather than computer chips. 

Yes, technology has application in FECs with some ride 
simulator games or with point-of-sale systems or debit cards. 
But technology lays a bomb when it tries to become the foun- 

dation of the FEC experience. It is for these reasons 
that the FEC industry will continue to offer good op- 
F portunities for entrepreneurial individuals and small 
eeSocial changes Prvanies 
If those aren't reasons enough for the entrepreneur 
and the ba by to take a hard look at the industry, consider this: Even 
boomlet, or echo today, Blockbuster video stores only control 17 percent 
« of the video rental market in the United States. Inde- 
boom of bi rths, pendents and small chains own the other 83 percent. 
And video rental stores are much easier to clone and 
set the stage for Blockbuster has the advantage of mass buying eco- 
nomics, which isn’t as true with FECs. The FEC indus- 
the current try is still young. With its high returns, often exceeding 
industry 30 percent per year, come risks. The smart will pros- 
per. The unwise, which often includes the arrogance of 
growth 99 big corporations and big money, will not. 
The cost of entry into the industry has grown. The ear- 
ly $700,000, 10,000-square-foot centers have not proved 
to have legs. Our company is advising our clients not to even 
consider development in a market that cannot support at 
least a 20,000-square-foot center. Minimum development cost 
is around $2 million with many concepts now under develop- 
ment costing $3 million or more. 

FECs offer street or coin operations two excellent opportu- 
nities for business expansion. One avenue is to either devel- 
op on your own or joint venture an FEC. However, FEC devel- 
opment and management takes more diversified skills than 
the game or arcade business. Also, FECs cater to a different 
market than the typical unaccompanied youth player. Young 
children and parents are two completely different cultures 
with different needs, wants, tastes, and expectations. Mixing 
all these different cultures in the same facility with an ade- 
quate variety of entertainment events that will satisfy them 
all is amajor design challenge. 

Another issue is that teenagers and families are generally 
incompatible in indoor environments. Coin operators plan- 
ning to develop an FEC should seek out consultants and de- 
signers with specialized experience and expertise in FEC fea- 
sibility and design rather than shoot from the hip using a 
different business-based experience. 

The other avenue for business expansion is for coin opera- 
tors to supply the FECs in their territories with games ona 
revenue-share basis. Games, predominantly redemption, 
ride simulators, and kiddie rides typically produce 25-30 per- 
cent of an FEC’s revenue. Small centers might only contain a 
dozen or so games. Large FECs contain 100 or more. Because 
of the large investment required to develop FECs, many FEC 
owners prefer not to buy games, but rather have them sup- 
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end Simple saan says Match my lit ‘Spuaee! 
“and Magic Mr. X wants you foo, 
= ~  find the Magical X. These tic 
| _ tac-toe themed games are~ 

amust for-any familys. °° 
entertainment center! 


= =e : aN BO" Hx 87" Lx 31.5 ow oa 
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~~. Step right up.and play Coin Circus, the only 
skill coin drop gaine with a-bonus wagon 
feature which comes:with a Coin Circus 
Junior adapter kit. Coin Circus = | Rc 
"Junior is great for'Children’s > JOO @ wig 
MTCC ACHCEN TION skill isn’t , 
‘necessary to play and win! 


52" Hx 50.5” Lx 30" W 350'Ibs. UL Listed 





Now you can bowl anywhere with Krazy Bowl. Sold as a \ 

conversion kit, this game can be installed into a new cabinet 
. with a ticket dispenser! Tickets are based on player score. 

Adults love it, kids can easily play. Trackball or oystick version! 
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Aen as _ Wild Wild West! . . 

: A roll down game with the feel of a shooting Gallery. 

—, The player gets 3 shots to aim a moving target at the end 

of the playfield. Make 3 of a kind and win BIG! \ 

Internal Progressive Bonus builds with up to 3 Coins Per Game! / 


ee 72" Hx 72" L x24" W500 lbs. 


or more information contact American Sammy. Corporation or your local Distributor. 
orp. 901 Cambridge Drive © Elk Grove Village, IL 60007 © (708) 364-9787 © Fax (708) 364-9831 








FEC CONSULTANTS 


plied by an operator. 
Many owners are intimidated by the shorter lives of games 
vs. rides, soft modular play, and other equipment, and prefer 
to have an experienced knowledgeable opera- 
tor pick, supply, rotate, and service the games 


Th ema jority in their FECs. We have seen situations where 


an FEC owner, after originally owning his own 


of FECS continue games, brought in an operator to supply the 


games and netted more money from the rev- 
to be owned by enue split than when he owned 100 percent. 
° Good operators bring a lot of value to the table 
in depe nde nt in excess of just their capital to buy the games. 
A number of operators saw the opportunity 
operators or with FECs in the early ‘90s, moved into re- 
small chains.@@ demption. carved out a niche in the FEC indus- 
try, and have since grown their companies to 
operate thousands of games. The FEC industry 
is nowhere near maturity. Ample opportunity still exists for 
knowledgeable, aggressive operators who are open minded 

to learning and developing new expertise. A 


Randy White is CEO of the White Hutchinson Entertain- 
ment Group, a Kansas City, Mo.-based consulting and design 
firm that assists recreation and family entertainment centers 
with market research, feasibility, mix and concept develop- 
ment, design, and management services for new starts, re- 
models, and expansions. He can be reached at (816) 931-1040. 
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QUALITY SOFT-TYPE 

PLAYGROUNDS 

EVERY PLAYGROUND |S 

CUSTOM DESIGNED AND 


WILL FIT ANY BUDGET 


We Sell Playgrounds... Cloth 
¢ DURABLE | 


e BUILT TO LAST 


e HIGH QUALITY | PV Cl e-le[-t-H- late Ofe) fo] g— 
CONSTRUCTION 


& MATERIALS — 7 
© COMPETITIVE fame Wee Wiesel 


MARKET — SStaabuiads Sialhe ORDER DEPT: 


hictcane TOLL FREE — 800-223-6468 


NEW YORK— 212-475-4960 


FAX — 212-533-8169 


PLAYSAFE, INC. 


} QUALITY SOFT-TYPE PLAYGROUNDS ; 
WE CAN DO IT! The Henry W.T. Mali & Co., Inc. 


a 1309 Capital Avenue « Plano, TX 75074 257 Park Ave, South ¢ New York, N.Y. 10010 
MEMBER (214) 422-1301 © Fax (214) 881-1230 
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Skating family expands 
horizons to match market 


| he Cernik family has been in the skating rink business 
in Omaha, Neb., since the late ‘40s. Four successful skating 
centers bear the company’s mark. Yet three years ago a deci- 


Kevin (I) and Scott 
sion was made to change and expand. 


Cernik by sit-down 
videos me Calvin's The Skateland suburban location on Deauville Drive of- 
ticket redemption fered the greatest land mass for what became the 45,000- 

counter. square-foot Skateland/Playdaze indoor family entertain- 


ment center that opened in December 1994. 

According to Scott Cernik, “The skating 
business was good but we wanted to offer 
more for families to do. We educated our- 
selves, traveled and checked out all the major 
markets in the country, toured facilities, and 
got a feel for what was popular and the direc- 
tion the industry was growing. It has taken a 
leap in the last year. 

“We put together everything we liked and 
improved upon that. Since we're in the middle 
of the suburbs, the added attractions were a 
natural move.” 

Skateland existed for 12 years mainly as a 
skating center with a snack bar and games be- 
fore the transformation to include Miner 
Mike's mini-roller coaster, Car Wars bumper 
cars, Moon Walk inflatable play space, six par- 
ty rooms, Toddler's Village area, three-level 
Playdazium, and a game mix that’s 70 percent 
redemption, 30 percent video. 

Along the way the Cerniks doubled the size 
of the snack bar and added a pizza kitchen. 
The varied menu features healthy items such 
as bottled water, carrot sticks, and fruit juices. 
They also introduced the Calvin Climb chil- 
dren's character (meant to be a child of seven 
or eight years old) who arrives “in person” for 
birthday parties and talks to kids on busy 
days. 

The Playdazium is a modular play structure 





66\Vleo achieved ar that occupies the central 2,600 square feet of the center. Built 
ee Eel Bae eee Ee E by Omni, it allows parents to walk underneath and watch 
outdoor feeling their child’s progress. There is only one entrance and one exit 
sak ey eee so parents know exactly where to find youngsters. 

WwIitn niqn ceilings, Toddler’s Village features little caves, slides, and small toys 
“Levlial nn wae dh I, 1c uniquely suited to children aged three and under. Car Wars, 
the delal "Jel MN DUS Miner Mike's, and Moon Walk are designed in a compartmen- 

skies painted all talized manner that allows for change in the future. 
; yk ae “Parents like the way our center is laid out,” explained 
Ground. 7 Cernik. “The snack bar (Calvin’s Cafe) is situated where you 


can see the whole facility.” 
According to Cernik, “Our original concept was to be an 
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The Sky's the Limit! 
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Pull the plunger. Players 
love the challenge of 
shooting a ball through 
the stars and winning 
tickets every time! And 
one shot is never 
enough. The tougher 
the shot, the more 
tickets won! For more 
thrill and excitement, a 
"JUMBO WINNINGS” 
progressive sign can be 
added. 


Two player unit for 
the price of one! 


Winner every time! 
Colorful lighted 3-D 
graphics! 


Call us to receive the 
outstanding earning 
reports! 


For more information or 
distributor referral call: 


WY 


INC. 


1077 €. Glenbrook Dr. 
Pulaski, WI 54162 USA 
(414) 822-3951 

FAX (414) 822-8936 


Above right: 

The Moon Walk has 
proven to be one 
of the company’s 
best investments. 


Below: 
Redemption games 
are placed along 
the perimeter of 
the three-level 
Playdazium. 


Bottom: 

The Toddler's Vil- 
lage features play 
activities for chil- 
dren aged three 
and under. 
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outdoor center. We've been in 
indoor entertainment all of our 
lives and decided to stick with 
it. We achieved an outdoor feel- 
ing with the 22-foot high ceiling 
to accommodate the Playdazi- 
um, skylights, and blue skies 
painted all around.” 

With the large number of re- 
demption games, what are the 
most popular items at the tick- 
et counter? “We deal a lot with 
younger kids,” said Cernik. 
“The more expensive items 
don’t move that much. We do 
better with the small prizes.” 
The prize range is from trinkets and toys to all sizes of plush, 
and T-shirts on up to bicycles.” 

Security is the most important word at Skateland/Play- 
daze. “We are alittle bit different than other facilities we see 
around the country,” comment- 
ed Cernik. “We have security 
cameras that monitor every- 
one as they enter and leave, 
plus more within the facility.” 
Playdaze is geared to children 
aged 12 and under, who must 
be accompanied by a parent. 

A variety of packages are 
available that blend skating 





cio — with rides and attractions, plus 


tokens for the games. Large 
signs indicate the choices, in- 
cluding a super value package. 

Party rooms are an important 
element at Skateland/Play- 
daze. “Parents like to get away 
for birthday parties,” noted 
Cernik. “Our party rooms each 
have their own color and are 
decorated with confetti and 
streamers on the walls. We offer roller skating 
parties, Playdazium parties, and combination 
parties.” 

Hours of operation are 10 a.m. to 9 p.m. Mon- 
day through Thursday, 10 a.m. to 11 p.m. Friday 
and Saturday, and noon to 9 p.m. on Sunday. 

Although the biggest change in Cernik skating 
centers occurred at Skateland/Playdaze, an- 
other Cernik facility has added the Laser Storm 
laser tag system to good effect. It replaced a 
game room that was moved to another part of 
the building. 

What does the future hold? Said Cernik, 
“We're considering more hands-on areas and 
more coin-op games. We built the facility to han- 
dle the size of the market and I don’t know if we 
would want to build another one yet.” A 
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Quick air puck action 
Flashy 3D molded volcano 
Addicting game play 
pel ah prize vendor 
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DIMENSIONS: 
HEIGHT 73” 


a ae 





WIDE 30” 
DEPTH 78” a 
WEIGHT = 450 Ibs. [ ¢ High win frequency | 

e Pick 3 lottery theme | 
_ © Spinning wheel action game | 


° 1-5 coin play | 





ee DIMENSIONS: 
Call Coin Concepts HEIGHT 69” 
today for the distributor WIDE 34” | 


nearest you. DEPTH 29” 
- a WEIGHT 250 Ibs. 





COIN CONCEPTS, INC. 
16 Edgeboro Road, Unit 5 

East Brunswick, N. J. 08816 
908-390-9009 1-800-462-COIN FAX 908-390-3373 





coin concepts, inc. 
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A good feel for what makes 
a successful FEC 


A; a coin-operated game supplier and consultant 
to over 75 family entertainment centers, I have de- 








50 ways for an operator to 
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1. Not knowing who your cus- 
tomers will be, not choosing the 
best redemption games for that 
market, and not having the best 
mix. 

2. Supplying too many or too few re- 
demption games. You will need to 
average $200 per week per game 
based on an average game cost of 
only $4,000. 


3. Not fully studying the location's de- 
mographics. 

4. Not making sure that your location 
agreement is fair to both parties. 


5. Not fully checking out the owners 
(partners). They must have more 
than enough capital and be willing 
to keep investing in the location 
(deep pockets) just as you need to 
keep investing in new games. 


6. Purchasing the redemption games 
that are “hyped” by the manufac- 
turers and distributors. 


7. Believing the myth that you don't 
have to rotate redemption games. 


8. Not knowing that each redemption 
game needs to be set for a certain 
time of play vs. an average ticket 
payout percentage (win percent- 
age), and the location average tick- 
et payout percentage should be 25- 
35 percent (depending on 
competition). 

9. Not treating tickets and tokens as 
“cash.” 


10. Thinking that the techs that repair 
video games will pay attention to 
the details and time required to re- 
pair and maintain redemption 
games. 


11. Not researching your state and lo- 
cal laws regarding redemption 
games. 


12. Not rotating (changing out) five 
percent of your redemption games 
each month. 

13. Not relocating the games within the 
location (floor move) each month. 

14. Not placing the games in an effi- 
cient layout that is eye-catching 
and facilitates customer traffic pat- 
terns. 

15. Not having a flex-up and flex-down 
program in your location agree- 
ment. 


Frank Seninsky 
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veloped a very good feel for what makes an FEC 
successful. There are several factors, three main ones, why 
the growth of FECs in the last four years has been so dra- 
matic. 

Let’s not forget that even 15 years ago there were several 
very successful FECs in operation. The concept was good then 
but the economic and social conditions were not conducive to 
rapid growth. 

First there was a large decline in the commercial real es- 
tate market that took place during a period when overbuild- 
ing was the order of the day. This had not happened before 
and it was a key factor in making good indoor locations avail- 
able to our industry at long-term reasonable rates. 

The second major reason is the increase in crime across 
our country. Parents now desire safe indoor recreation 
places where they feel comfortable taking their children. It’s 
sad to admit but our children are being deprived of being able 
to play outdoors unsupervised like we did a generation ago. 

The third major factor was the development of soft play 
units that captured the fantasy of adults. Yes, I said adults! I 
can remember as achild dreaming about jumping into asea 
of balls, swinging on ropes and pulleys like Huck Finn, 
Tarzan, and the Swiss Family Robinson. Or sliding down giant 
slides that curve in all directions, climbing up and down huge 
nets, and sliding down firehouse poles, as I played in a play- 
ground or swung off a cliff from a rope into the swimming 
hole. 

Most of us have fantasized about doing these things. The 
concept of an indoor playground is now a reality and some- 
times I think that it’s actually the parents that can’t believe 
their eyes. Sure the kids love these play units too, but they 
aren t realizing their own fantasies. They actually have these 
things available to them! 


Where is the FEC market today? 


FECs have been growing in the United States at the rate of 
200+ per year for the past few years. This growth has slowed a 
bit since we no longer have the tremendous store openings of 
chains such as Discovery Zone. Today there is still a great 
need for well-built and well-operated FECs. 

Many of the earlier FECs are seeing declining revenues 
since they no longer have their original appeal and they have 
gone through that first year birthday party cycle. They have 
gotten stale for their repeat customers and don’t have the 
capital to make the necessary improvements. FECs require 
new attractions and new games constantly. Many will close or 
change hands. There are many opportunities for investors to 
purchase existing FECs, infuse them with capital, and re- 
design for excellence. 
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This animated program about an inventive four-year old—the brainchild and 
alter ego of comedian Howie Mandel—is already in its fifth season on the 
#1-rated Fox Children’s Network. Howie Mandel brings his one-of-a-kind, 
hilarious, good-natured insight to Bobby’s World. 


e Airing Monday - Friday on America’s #1 Network for Kids 
¢ Viewed by 1.7 million kids and 310,000 teens each week 


¢ Nominated for three daytime Emmys 






Bobby is excited because TAITO is bringing out his own coin 
operated redemption game! Bobby loves the arcade and so 
will everybody else when they hear that the game 
“Bobby's World” is in their local game room. 

Just roll a coin into one of the rotating 
target-slots and WIN A PRIZE!! 


e Complete with the “Bobby’s World” theme song 
¢ Coin activated comments by Bobby himself 

¢ 4 player simultaneous play 

¢ Dispenses 3" capsules with prizes 

e Each game comes supplied with 200 prizes 

e Fun for all ages 


© o i | DIMENSIONS: 
T ITO Bas pros Conran Height: 34.6 
Wheeling, IL 60090 Width: 38.0" 


PHONE 708/520-9280 FAX 708/520-1309 Depth: 34.2" 






TM & © 1995 Fox Children’s Network, Inc, “Bobby” character is TM Alevy Productions. All Rights Reserved. 


FEC CONSULTANTS 


16. Not realizing how labor and parts 
intensive operating redemption 
games is. 


17. Not accepting the truism that your 
games are not the reason why peo- 
ple visit the location. They are there 
to add to the customer's experience 
and time of stay. 


18. Let your games make too much of 
the overall location’s revenues. This 
is a sure sign that the location will 
not be able to survive and you will 
have a lot of games on your hands. 


19. Don’t put enough time into training 
the location staff on how to unjam 
coins and tickets, load tickets, un- 
jam balls, and put the correct balls 
back into their corresponding 
games. 


20. Don't read trade magazines. 


21. Don't give the location the incen- 
tive to discount tokens for parties, 
group events, and discount pack- 
ages so that more customers will 
visit the location to prime the pump 
(start to play your redemption 
games). 


22. Not making sure that the location 
provides high perceived value items 
in the redemption counter (items 
that the public desires and feels are 
worth three to four times what you 
or the location actually pays for 
them). 

23. Having a poor redemption prize dis- 
play. 

24. Copying the chains and early FEC lo- 
cations. 


25. Not having enough bill changers. 
You should have one for each 25 
games. 


26. Don't join trade organizations 
(AMOA, IAAPA, IFECA) or attend their 
conventions (AMOA, ACME, IAAPA, 
Fun Expo, and Leisurexpo). 


27. Passing on a good location because 
they want to own some of their 
own redemption games. Don't wor- 
ry, in the future they will see that 
this isn’t such a good idea after all. 


28. Not understanding the term “hit 
frequency.” 

29. Measuring everything except what 
is important. 

30. Giving too many tokens in your par- 
ty packages and not structuring 
enough time for your customers to 
spend the tokens. Walk-away to- 
kens can cost you money. 


31. Marking up the points for prizes. It 
is only fair to your customers to set 
the points in relation to your actual 
cost for the prize (taking into ac- 
count freight and sales tax, if any). 

32. Not encouraging your customers to 
save their tickets for high value 
items. Redemption develops repeat 
customers. 

33. Not tracking the percentage of tick- 
ets paid out by your games each 
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Still room for growth 


There are still many smaller markets throughout the coun- 
try that do not have an FEC. We will see FECs open in these 
markets that are very similar to the earlier FECs in the larger 
markets. This is a mistake but it will happen because of the 
myth that if you put soft play, rides, and games under a roof 
customers will come once. The new FEC owners will probably 
not have enough capital to fend off competitors. They will do 
well until competition sets upon them and/or their customers 
grow tired of that same old place. 

During the next few years the FECs in the larger markets 
will face stiff competition from the mega center. These multi- 
million dollar high-tech centers will be regional draws unlike 
today’s FECs. They will also need to constantly upgrade to 
stay on the cutting edge of technology. Each region will also 
be able to support several FECs that are smaller but excellent 
in every aspect. They will have the latest rides, games, and at- 
tractions. 

There is room for both types to prosper. The smaller mar- 
kets are also installing outdoor attractions such as go-karts, 
batting cages, mini golf, iron rides, etc., to draw from further 
distances. It is difficult for FECs in the larger markets to ob- 
tain enough land for the outdoor attractions and to get vari- 
ances for attractions like go-karts. This will help FECs in both 
markets to better compete with each other. 


How has my business changed? 


Alpha-Omega Amusement has been constantly expanding 
its redemption operations for the past five years. This has not 
been an easy task as I discovered early on that maintaining 
redemption games takes much greater 
effort from each of our departments (col- p 
lection, location service, parts, trucking, @@Lert Ss not 
shop reconditioning, office, merchan- 


dise) than does operating a video/pin- forget that 


ball route. 
Our video collectors/technicians are @VYCNM) 15 yea Vs 

very proficient in repairing and main- 

taining video games and have mastered go . there 

the art of changing or repairing buttons, 


joysticks, power supplies, and some- were sever al 


times even monitors. But taking the time 


to fully adjust a redemption game, and very successful 


having the necessary parts for all the . 
hundreds of different redemption FECS in 
games, is something that we can’t expect 7 

our regular collector/technicians to operation. 
have the time to do as they run from one 

account to the other. 

To overcome this problem, I have set up special redemp- 
tion teams that are designated to spend days at a time in a lo- 
cation. They adjust and recondition the redemption games 
every few months so that the regular collector only has to 
maintain the games until the team once again can spend the 
required time at that location. This is working out very well. 
Each redemption team member knows how to set ticket pay- 
out percentages, layout all the games to make a great presen- 
tation, and train the location staff to repair simple game mal- 
functions, load tickets, and operate their redemption prize 
counter. 
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G PLUSH 


Where Fun & Merchandising Go Together! 
The Experienced Crane Operators Who Know How To Plush! 










Great PrePaks: 
60¢ -$4"° 


* All Soft & Cuddly! « 





Licensed —- Sports - 
Seasonal 


Mol cMeymal(elity ace 
Retail Pieces 





Increase Profits... 
Trade Up! 


Redemption Items: 





$5 2 $20° 


check out our terrific 


72-Piece Jumbo 
$2° Average Mix! 


WEE KINOW RES WAURANTS & COFFEE SHOPS! 


We are the foremost operators of cranes in coffee shop and restaurant locations & we know how to 
plush them! We know from our own experience that you’ve got to buy the right mixes at the right 
prices to be successful. Don’t be fooled into paying too much for your merchandise. 

We have fantastic mixes just for these special locations. 

At King Plush, You Want It, You Got It! 


Alive & Well & Ready to Sell! 
Call Chuck, Angel, Tracy or Pat - “the King Himself” — at: 





(310)834-0499 « fax: 310-834-7905 © 24412 So. Main St. #101, Carson, CA 90745 
If You’re Not Buying From King Plush, You’re Paying Too Much! 





week vs. the number of tickets re- 
deemed. 


34. Permitting customers to purchase 
the redemption prizes or add mon- 
ey to their point total to purchase 
an item. 


35. Over discounting your tokens and 
increasing the number of tokens 
per play on certain games to offset 
this practice. Customers pick up on 
this quickly. In addition, the more 
tokens per play the more token 
jams you will have (exponential ra- 
tio). 


36. Operating the location on quarters 
and not tokens (unless you are in an 
amusement park or large fair- 
grounds). 


37. Not getting out and knowing every- 
thing about your competition. 


38. Not helping the location keep the 
noise level below 80 decibels. 


39. Reducing glare from lights or sun- 
light in the eyes of your customers 
while they are playing your games. 


40. Not knowing when to get rid of 
each game that you have. 


41. Not evaluating and tracking the to- 
ken value as often as possible. 


42. Not checking the prize inventory 
often to keep shrinkage to a mini- 
mum. 


43. Letting your company share the re- 
sponsibility of owning the redemp- 
tion prizes and stock. You only want 
to share in the cost of prizes actual- 
ly redeemed. 


44. Not shredding or destroying re- 
deemed tickets and checking their 
weight against what your records 
report (could be ticket eater meter 
numbers). Note: 1,600 tickets per 
pound for Muncie and 1,642 for Na- 
tional. 


45. Not knowing that many redemp- 
tion game parts (motors, etc.) can 
be purchased cheaper from other 
sources, and many games can be 
modified to make them earn more 
money. 


46. Keeping the ticket payout percent- 
age the same as a redemption 
game's earnings decline. 


47. Not taking advantage of progres- 
sive jackpot systems when banking 
groups of games. 


48. Placing single units of a redemption 
game in a location and not banking 
certain proven winners. 


49. Not using special ticket promotions 
(such as different colored tickets on 
a 2,000 bank of tickets or three sev- 
ens— 777—in a row of ticket num- 
bers to promote redemption play. 


50. Not getting into redemption is the 
quickest way for an operator to go 
broke! 
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FEC CONSULTANTS 


Operating games in FECs takes huge capital investments 
and constant reinvestment. Much of my time is spent raiding 
the money to do several new installations each year. This 
seems like it will continue in the future since it will take even 
more money to compete and game prices will keep going 
higher. I also take great pains to ensure that my company can 
change direction quickly. That way we can take advantage of 
new opportunities and also cut our losses if a venture doesn’t 
perform as expected. 


Advice for the novice 

My best advice for those who run an FEC or want to get into 
the FEC industry, and for those operators who are consider- 
ing getting into redemption, is: redemption has been going 
strong for 60 years and it will continue to be a large part of our 
industry. If you are willing to invest the time, capital, and ef- 
fort into keeping your games in top performing condition, 
then you can succeed in the long run. 

There is much to master, but there is also great informa- 
tion on redemption available from the trade magazines and 
past redemption seminars (tapes and handouts). Redemption 
is certainly an area where good operators are in high de- 
mand. A 


Frank Seninsky, Alpha-Omega Amusements, is an opera- 


tor, distributor, and consultant. He’s been a regular contribu- 
tor to Play Meter for 11 years with his column “Frank’s 
Cranks.” He can be reached at (908) 254-3773. 


An enhanced level of 
security is now available 
for your vendor. A 


unique keyway and 
* sequence of six tumblers 
ce provides greater pick 
resistancy. 

"3 Exclusive key numbers 
available. Plus key 
handles now come in 
five colors to make 
route management easy. 


A 
CAVILCLK 
SYSIEMMS, INC. 


(708)489-6000 © Fax (708)489-6009 
EXCLUSIVELY DISTRIBUTED IN NO. AMER. BY CHICAGO LOCK CO. 
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‘Bonus Countdown for Jackpot Tickets 


* Ticket Display - Play can\Continue without 
Ticke with no oss to 


*Easy Loading Ticket 
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* Separate ed Areas for Coit , Tickets & Service 
* Built in Theft Alarm & Diagnostics | 
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Little Squirt goes from 
car wash to sports park 
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Little Squirt’s en- t all started with a six-bay, self-serve car wash that Nor- 

larged go-kart man Greber opened back in 1980. The adjacent property was 

track now han- perfect for a go-kart track thought son-in-law Bill Smith, who 
dies 20 karts ona : 

one-acre, quar- raced the vehicles. | , ig . 

ter-mile stretch. Eleven years and eight major additions later, the Little 

Squirt Sports Park and Family Fun Center in Lima, Ohio, 

hums along with go-karts, batting cages, miniature golf, bat- 
tery-powered cars, giant game room, snack 
bar, bumper boats, and the new attraction for 
this year—Bankshot Basketball. 

After the initial eight go-karts, Little Squirt 
steadily grew into a multiple attraction facili- 
ty that sits on 11 acres next to the car wash, 
which is still open. 

“We've been watching Bankshot Basketball 
for four or five years,” said Victoria Strick- 
land, who along with dad Norman is co-own- 
er of Little Squirt. “The game is growing and 
that’s what we liked.” 

Strickland and Tom Klausing are managers, 
while sister Linda Smith and mom Shirleen 
Greber also work in the business. Strickland 


Low-speed, bat- 
tery-activated 
Power Wheels 
travel on their 

own dedicated 
course. 
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ale Finest Cranes 


Crane Pros 
*’ Buy Rainbows 


1 


most, cranes are their 
only business. They 
can’t afford to use 
Cranes Mat are not. ” 


’ 


Here’s what : 
the pros have to say... 


“We have been very pleased with the performance of the Rainbow Crane Company and 
the equipment that they manufacture.” 
Randy Fagundo — V. P., Sugarloaf Creations, “Worlds Largest Crane Operators” 


“We have sizeable crane operations in four large cities and run hundreds of jumbo cranes. 
Our city managers tell us they want Rainbows for their growth. They cite the machine’s 
looks, reliability and ease of service as reasons. Most importantly, they tell us that 
Rainbows result in more revenues per machine.” 

David Chazen — President, Win Stuff, (sister company of Good Stuff Toys) 


“The Rainbow Crane is the most technologically advanced and appealing machine on the 
market today. We have replaced other cranes with the Rainbow and realized increased 
revenues instantly.” 

Kevin Theisen — American Coin Company 


“We highly recommend Rainbow Cranes for several reasons: 1) Quality of 
Manufacturing, 2) Reliability, 3) Outstanding ongoing technical support, and 4) Rainbow’s 
classy looks have allowed us access to many high-volume accounts.” 

Ken Higgins and Bill Emerson — Northeast Coin Company 


“We have experienced a sales increase of over 40% in locations in which we have replaced a standard jumbo crane with a 
Rainbow Crane!! The machines are paying for themselves with the increase in revenues. Furthermore, we have found that 
locations which were once concerned that the appearaie of a crane may be offensive to their clientele are really pleased with 
the attractive arance of your machine. Finally, the reliability of the technology is remarkable. Machines in operation is what 
keeps our tpi <a Sele ye llc rei allt Dac doe ret pe Crane. 
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800-466-3711 continental U.s. only) 
* Rainbow Companies 


Tel (619) 748-7157 12678 Brookprinter Place, Poway, California 92064 Fax (619) 679-3576 





“Hi! I'm Squirty,” says the Little travels to the major trade shows to keep up with equipment 
Squirt Sports Park character and trends, most recently braving the snow in Reno, Nev., to 
who visits with customers. attend the ACME-sponsored redemption field trip that 

ou eiggi visited four fun centers. 

“You've got to make changes,” she says with conviction. 
“Add new attractions, take advantage of opportunities. 
Even Walt Disney World makes changes. 

“The market is moving in the direction of multiple attrac- 
tions. You either grow or you die.” 

The 19-station Bankshot Basketball is a big addition, one 
that Strickland expects to deliver good results similar to 
the first year of bumper boats. 

Strickland is full of ideas to make Little Squirt memo- 
rable. The Squirty character was her idea, based on the 
big green worm atop the car wash; a local seamstress de- 
signed the costume. Squirty is an important part of every 
birthday party, plus he appears on weekends and even 
drives go-karts. 

Little Squirt is about 70 miles north of Dayton and 70 
miles south of Toledo. The fun center is the largest in a 50- 
mile radius. It remains open all year, while the outdoor at- 
tractions are open from May 1 to the middle of October. 
Party packages and group discounts are available. One 
large party room accommodates 20 people. The snack bar 
area was recently enlarged to handle 18 more seats. In ad- 
dition to pizza, the menu includes nachos, hot dogs, sub 
sandwiches, popcorn, and sodas. 

As with most entertainment centers today, 70 percent of 
the games are redemption and 30 percent video. Strick- 

land purchased the redemption titles but contracted with a 
The Little Squirt redemption local operator for the videos. 
center stocks everything from Earned tickets can be turned in for prizes at a redemption 
PREISERS RO FAC GRES. center that stocks items ranging from trin- 
kets to bicycles. “We've gone through a lot of 
bikes,” says Strickland, who adds that stereo 
combinations and portable CD players have 
also been popular. You can even get a Squir- 
ty T-shirt, a good marketing move for any lo- 
cation with a mascot. 
Repeat customers can count on finding new, 
entertaining ways to spend a day or night at 
Little Squirt. 

Outside attractions are open from 1 p.m. to 
11 p.m. Sunday through Thursday and 1 p.m. 
to midnight on Friday and Saturday. The fun 
center opens at 11 a.m. daily, closing at 11 
p.m. on summer nights. Little Squirt is closed 
only on Thanksgiving Day and Christmas 
Day. A 
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FECs: Where are they now? 
Where are they going? 


pe en.ter.tain.ment cen.ter (fam’-e-le en’ter’tane’- 
ment sen’ter)n. A unique entertainment facility attracting lo- 
cal visitors, that has a variety of recreational amusements 
with family appeal. See also fun center. 

Why are FECs proliferating so rapidly? They are the right 
concept at the right time. With the rise in single-parent and 
two-worker households, the need for stress alleviation on a 
weekly basis has never been greater. FECs provide a conve- 
nient escape from everyday life. 

Matching the FEC to customers’ tastes and exceed- 
ing patron expectations will separate the truly suc- 


ae | f CwWwo d ifferi ng cessful FEC today and in the future. Those that do it 


. b best will be winners; those that imitate the early de- 
SOCIO-ECONOMIC tate or go for the quick buck will—and should—be 
e losers. 
Originally the province of the miniature outdoor 
group Ss are recreational facility, FECs have become home to a 
p resent but large number of recreational elements contained 
. z within a climate-controlled structure. 
iInNcomM pati h le Knowing that in decades past the popularity of small 
’ miniature golf outdoor facilities waned as more at- 
the lower tractions demanded protection from the elements, 
P a the question remains, Does the FEC concept still 
SOCICeECOnNOMIC work when you put it inside? Evidence so far weighs 
‘ heavily in the affirmative. However, as a phenome- 
g You p WI : i non of the ‘90s the format of the indoor FEC is still 
i evolving. Do they have the ability to prosper in the 
Va p idly competitive entertainment field? 
. Outdoor FECs sprouted in the warmer climates at 
domi nate. @@ least a decade before the rise of today’s indoor suc- 
cessors. The outdoor version typically incorporates 
at least miniature golf, go-karts, and a game room. 
They often also include bumper boats, iron rides, and party 
facilities. 

Like any outdoor recreation, a temperate climate means a 
longer season and larger revenue. For FECs to gain a foothold 
in northern climates, some or all of the attractions had to be 
enclosed. Today most indoor FECs are concentrated in the 
northeast corridor between New York and Philadelphia; 
nearly every month a new indoor FEC opens. | 

Indoor FECs are a growth industry and the rules seem to be 
evolving. Several centers, which started with a flourish, are 
suffering financial problems caused by a dramatic drop in at- 
tendance. Many of today’s FECs are undergoing major reno- 
vation in an attempt to recapture their fading market share. 
Fortunately, these instances are in the minority because a 
strengthening economy has placed more disposable income 
in the hands of a growing youth market, not scheduled to top 
out for another decade. 

Indeed, industry analysts contend that the indoor FEC in- 
dustry has long-term staying power and enormous growth 
potential. 








Douglas Payne 
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THE REDEMPTION WAVE 
WITH NATIONAL TICKET! 





Count on National Ticket Company for machine-issued tickets for all 
of your redemption games. Stock “1 COUPON” tickets are available 
for immediate shipping. We can also design a ticket just for you with 
your logo and exclusive copy. You'll always win with National tickets! 


The Ticket Eater”! 
Don’t forget to ask about 
Ticket Eater, our ticket 
counter/shredder. Counts and 
shreds 13 tickets per second. 


SMA. 





TIGKET C@ 





i a 
VISA MasterCard 
Home Office 


National Ticket Company 

P.O. Box 547 

Shamokin, PA 17872 

ORDER DEPARTMENT 
1-800-829-0829 

TOLL-FREE FAX 
1-800-829-0888 

Other Information 1-717-672-2900 
Int'l Fax 1-717-672-2999 











FEC CONSULTANTS 


Indoor FECs are experiencing now what happened to video 
rental stores several years ago when video rental was the hot 
new thing. Thousands of corner video stores sprang up. Most 
went under and were replaced by better concepts like the 
Blockbuster chain. 

In talking to many in the FEC industry, I’ve learned that 
there are eight factors necessary for an indoor FEC to exist; 
all of these factors are critical for an FEC to prosper. 


1 Market: FECs are not theme parks, they don’t draw cus- 
tomers on a regional basis. They are dependent on repeat 
business from within a community-sized market, so it’s very 
important to define the specific trade area very carefully. 

A real trade area, unlike the radius drawn by a compass, is 
bounded by drive times, competition, travel patterns, and 
natural psychological and socio-economic barriers. This in- 
cludes demographic studies, which provide the number of 

the targeted customer group. The FEC must appeal 

to this targeted group. If two differing socio-econom- 

6! ndoor FECS @ye_ icgroups are present but incompatible, the lower so- 
cio-economic group will rapidly dominate unless the 

Gi growth FEC is customized to broaden its appeal to the pre- 

ferred group. The size of the trade area will also de- 


j termine the size of the FEC that can be supported. 
Industry and This is all under the heading of market feasibility 


the rules seem. stusies. 
to be evol vi Ng 99 2 Visibility: The FEC building must be clearly visible 


from a high-traffic, major artery. It must communi- 

cate what’s inside with the message “There’s fun go- 
ing on in here!” The signage should communicate clearly 
what the FEC is, because FECs are a relatively new concept; 
some education is necessary. 


5 Accessibility: Even a half-mile shift in location can have 
a dramatic impact on the size, shape, and composition of the 
trade area. Market, visibility, and accessibility add up to loca- 
tion. Just being visible is no longer adequate; patrons must be 
able to reach the FEC easily from major arteries, and it must 
be obvious to them how they can get from here to there. Hav- 
ing a good location is no longer enough. The truly successful 
FEC has the best location. 


4 Mix: Early indoor FECs are learning the hard way just 
how important interaction is. An FEC’s mix of attractions can 
energize a group of friends, get families laughing together, 
and make for a great date. People participate when they visit 
an FEC; how they interact seems to be critical. The mix satis- 
fies the need for togetherness and for creating shared emo- 
tional experiences. A few rides mixed with a hundred video 
and redemption games just doesn’t get people socializing. 
Neither does miniature golf, which is a different game when 
you move it indoors. The novelty appeal of this kind of FEC 
drops fast. 

The mix must accomplish other things too. Its anchors and 
impulse attractions should offer variety with repeat appeal. 
Slow paced events should balance out the faster paced games 
and rides. The mix should shoot for staying power rather than 
ride the tail of the latest technological passing fancy. 

Studies have shown that best results have been obtained by 
selecting a mix component that appeals to the broadest pos- 
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This REDEMPTION CENTER would bring redemption “I am gled Sina induces had the forevaie: to build 
nto places it has never been before, such as, a machine that arcades have been needing for years.” 
jowling Alleys and Truck Stops.” i “We are looking forward to purchasing several 


_machines ourselves,” 


“Since this machine can be adapted to individual needs, large chains and dreodes will have the opportunity to ‘apeed: up 
coustomer service and have the control of tickets and inventory.” “This raat does not take coffee ppeans; call-in sick or 
complain, and for these reasons, it should pay for itself in less than one year.” 


INDUSTRIES CORP, MFG 
1626 Delaware Ave. 

Des Moines, lowa 50317 U.S.A 
(515) 265-9900 1-800-553-2442 
FAX (515) 265-3148 
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FOR MORE INFORMATION, PLEASE 


1608 Delancre Ave. | ore) \Ny:\ou me 40)0)-@ VON Ns(0)"174=1D ED) (ope-1/=108 20) =) 
Des Moines, lowa 50317 U.S.A. OR FOR REFERRAL CONTACT US. 


(515) 265-9900 1-800-553-2442 
FAX (515) 265-3148 
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The SMART TICKET CENTERTMis-higtrvotame, security, ticket acceptor/shredder that prints _ 
out receipts to the customer for redeeming at the Redempgi@n Counter. This machine will — 
count, cut and seperate every ticket. The SMART TICKET CENTERTM features a Ticket _ 
Acceptor and a Bar Code reader for identifying ticket value and ve 7 ocation, using a Bar _ 
Code printed on the redemption ticket. == | || | CRMs Ch Ease mtg aha 
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FEC CONSULTANTS 


sible range within the targeted audience. This is called fo- 
cused assortment and by using it, FECs benefit by superior 
length of customers’ stay, greater expenditures per visit, 
more repeat business, and stronger competitive market posi- 
tioning. 





5 Design and atmosphere: The creation of an inviting, fun 
environment that guests can easily use is critical. Paying at- 
tention to the details of traffic circulation, spacing, 
seating, lighting, and acoustics can reap large divi- 


ee Wi th the ri se i it dends for an indefinite length of time. This is often re- 


. ferred to as “merchandising in retail design.” It has a 
single-parent and direct impact on sales and is an area of study ex- 
plored in depth by the retail, restaurant, and grocery 
two-worker industries as well as by those who create work and 

learning environments. 


households, the This study and application is known as “environ- 


mental psychology” and it applies to FECs as it does 
need for stress to any place where people gather. A single element 
. . such as acoustics can have a tremendous impact. A 
Gi i levi G tio non dq recent consultants’ study of FEC noise levels indicat- 
. ed that during a typical weekend, the basic back- 
wee k ly ha SIS ha S ground sound level was 82 to 95 decibels. This is high- 
b er than in the pin La) Se ac gemeaed 

metal stamping factory studies and exceede 
never been OSHA standards for workers without ear protection. 
Social interaction, therefore, becomes impossible. 
greater. 9 While juveniles may be less affected, adults become 
unsettled, stressed, and tense, making them less 
likely to return with the youngsters in the future. Quiet 
rooms, often a Band-Aid solution, prevent the child/parent 

interaction. 


Parking: Most people visit FECs on the weekend. If they 
can't get a parking space, chances are they won’t return 
some other time. Peak weekend demand must determine the 
number of parking spaces. FECs need more parking than re- 
tail or tennis/racket clubs. In addition, the lot must be well-lit 
at night and perceived as safe, visible from the road, and 
preferably within the sight line of the FEC entrance. 


Service: Service is ranked as the largest single item of 
separation of truly successful FEC operators and those who 
operate on a marginal basis. Guests must be taught to use the 
facility, which has been provided for them. Proficient guests 
are happy repeat customers and the largest single source of 
revenue and advertising. Successful FECs do not make the 
customer feel stupid because of a facility design that is not 
user-friendly. For example, make it easy to find and buy to- 
kens and tickets. 


Safety: It’s more than just preventing accidents. Safely 
includes all factors that influence a guest’s perception of how 
safe the FEC is. This includes safety from crime, disease 
(cleanliness), and from bad influences on children. If parents 
don’t perceive the FEC as wholesome, they won’t visit with 
their children or drop off teens for the evening. A 


Douglas Payne is the sales manager for FEC development 
for Iwerks Entertainment. He has worked with Enchanted 
Castle, Blockbuster’s Block Party, and Discovery Zone. He can 
be reached at 813/924-4239. 
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So fari, so good at 
gourmet pizza and games 


ong before Disney’s animated film feature “The Lion 
King” opened in theaters, Mamie Henry and three partners 
conceived the idea of a gourmet pizza and game center on 
the north shore of Lake Pontchartrain in Covington, La. 


At Oe a When Henry relocated from New Orleans to Covington two 
Cheryl Vassil, Alicia years ago, she found very little in terms of family entertain- 
Boyd, Jeremy ment and moderately-priced eateries. That situation was to 
Landry, and Roland change soon. 
Rusich. 


Today the 8,000-square-foot Pizzafari in the 
Holiday Square Shopping Center is the em- 
bodiment of a dream, brought to life by Henry, 
Roland Rusich, Rebecca Allen, and Mike 
Robin in November 1994. 

Traditional pizzas are 
available, built to order, as 
well as fettucine and sev- 
eral meatless pasta dishes 
plus meatballs and 
spaghetti. Hot apple pie 
tops the list of sweet treats. 
But it’s the gourmet pizza 
that really stands out. 

Parties are a big part of 
Pizzafariss business, in 
part due to the high-quali- 
ty pizza, but also due to the 
animated stage show that entertains partygo- 
ers. The show (price tag $135,000) features a 
six-foot monkey named Pete, a parrot named 
Pepperoni, and a lion named Lions Alot. 

The trio come to life in the form of costumed characters 
who mingle with the crowd and appear at local area hospitals 
and special events such as the St. Patrick’s Day parade. 

How did the Pizzafari partners decide on the characters? Ac- 
cording to Henry, “We sat down with children, went through 
books, and asked them what their favorite animals were and how 
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The Reason Man 
Invented The Wheel 


Not since the dawn of civilization has there been a match 
game to rival Cavemania. Combine the skills of a ball roll 

game with the thrill and appeal of a casino attraction and 
you have a real prehistoric crowd pleaser. 


The Stone Age fun and excitement begins when players 
time the release of balls to stop the spinning wheels 
on their favorite cave characters. ) 


Line up 3 in a row and just watch the 
tickets pile up. Simple to play and easy to 

maintain, Cavemania is the perfect game for 
all family centers. 


Digital Sound and Voice 

CG Deltronic Ticket Dispenser 

© Modulated Infrared Scoring 

© Multi-Ball Reservoir 

C} Insta-Lock Wheel Design 

© Fully Operator Adjustable 

{3} Can Be Linked to Meltec’s 
Progressive Super Ticket 
Bonus Display 


Specifications: 

Length: 48 inches or 72 inches w/seat 
Width: 23% inches 

Height: 52 inches 

Shipping Dimensions: 57L x 24W x 39H 
Weight: 250 Ibs. 

Power: 3amps @ 115 VAC 


For more information contact 


your local distributor 
or for a referral call: 


Meltec, Inc. 15425 S.W. Beaverton Creek Ct. Beaverton, OR 97006 (800) 356-4777 













they should look. In everything we've done, 
we ve asked children about it first. We have 
some other characters in mind to add later 
when our budget permits. The show is quite 
an investment, but it’s an important part of 
our restaurant.” 

Rusich comments, “There aren't enough 

places for parents to come with their kids 
to have a good time and see a show.” 
The game mix at Pizzafari is designed for 
the whole family and includes a sit-down 
deluxe driving video, sports-themed 
games, pinballs, redemption games, 
cranes, and kiddie rides. The inflatable 
Pete’s Ball Crawl is for the smallest cus- 
tomers. 

To keep customers coming back, Pizza- 
fari offers several weekday specials for 
lunch or dinner, each with extra bonus 
tokens that accompa- 
ny the food order. For 





Above: 


This dad settles in example, Wednesday is “Midweek Mad- 
to play Cruis’n USA ness” (bonus tokens and free breadsticks 
while the rest of with every large pizza) and Thursday is 
the family watches. “Redemption Insanity” (50 bonus tickets 

added per meal receipt). 

Below: 

A birthday party in On arecent day a group of 10-year-old 
progress, complete boys scoured the redemption counter 
with animated checking out the best application of their 
show and charac- fistfuls of tickets. “Mister, do you have any 


ters mingling with 


kids more of those Devil’s Eyes? Can you check 


behind the counter?” 

In short order the tray was filled with 
150-ticket rubber eyeballs 
and quickly depleted. Other 
prizes included chattering teeth, expandable 
swords, finger puppets, giant water guns, 
pierced earrings, dolls, and a rescue heli- 
copter. 
Clearly, pizza is the cornerstone of the busi- 
ness. “We take a lot of pride in our food prod- 
uct,” says Henry. “Pizza is nutritious. When we 
welcome a youth group on a field trip we go 
through the nutritional guide with them. Pizza 
covers all the major food groups: grains— 
dough; vegetables—tomato sauce; dairy— 
cheese; and meat—pepperoni. Fast food does 
not have to lack nutrition.” 

A Brownie troup that came by on afield trip 
obtained both a cooking badge and healthy 
food badge after their visit to Pizzafari. On such 
occasions, children can actually make their own pizzas, play 
the games, and return to feast on the finished product. 

Henry’s background helps her juggle the demands of a 
restaurant and fun center. For 11 years she was a major hotel 
chain’s New Orleans executive level manager in charge of the 
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Coin operated Ne 


Kiddie ride. 
Made in the USA 


The highest 
income 
>We =producing | 
“a1 Kiddie Rides 
in the world! 4jar 










& COIN OPERATED KID 


FOR SALE 
INFORMATION AND information and 
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distributor referral 
Please call 
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Manutuotured and Marketed by Sey jqa/? Pills ine. /KIDDIE’S 
©1994 Honno-Barbdero Produotione,inc, All Righte Reserved, Flintetones” 





For sales information and distributor referral 
please call 800-85@RIDE 


, Dino®, The Flintmobile®, Loggin Continental® a 
Monufactured and Marketediby hase ia? Pith ine. KIDDIE ‘s 
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VIP section’s food and beverage outlet, plus 
200 rooms and suites. Allen has previous 
experience in a children’s pizza restaurant. 
Pizzafari is open seven days a week: 11 a.m. 
to 9 p.m. Monday through Thursday, 11 a.m. 
to 10 p.m. on Friday, 10 a.m. to 10 p.m. on Sat- 
urday, and 10 a.m. to 9 p.m. on Sunday. 
Pizzafari draws on a community of young 
families. Five new schools have been built in 
the area, where baby boomers are having 
their own baby boom. The four partners live 
in the community, have children in the school 
system, and understand their audience. 
They also recognize the power of promo- 
tion. During 
May Pizzafari 
joined in a 





Above: Coca-Cola-sponsored art con- 
Redemption test that donated money to 
aalbdal seit area schools. The promotion 
sdenbarnee involved a T-shirt giveaway and 
Pizzafari. . 
prizes such as a Coca-Cola raft 
Right: and a bicycle awarded at the 
One of the wall location. Says Henry, “It was a 
murals in the ‘orate dt aN 
Pizzafari dining er 
area. 
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When you need a new or 

replacement module for your pinball or redemption 
machine, rely on Dale® Electronics to provide you 
with a graphic display that meets your needs: 


Y Bright, Highly Visible Graphics / High Contrast 


a ad v Full Field Graphic Matrix / Segmented (available) 
¥ Durable Construction V Long Life 
/Y High Quality and Reliability / Low DC Consumption 


e e 
f eliability ¥ Variety of Interfaces / Competitive Price 
/ Custom Displays and Engineering VW Thin Profile 


For information contact: Dale Electronics, Inc., 1122 23rd Street, 
Columbus, Nebraska 68601. 
Phone (402) 563-6308. Fax (402) 563-6418. 


VISHAY ELECTRONIC COMPONENTS, U.S.: DALE®, ROEDERSTEIN, SPRAGUE®, VISHAY RESISTIVE SYSTEMS, VITRAMON® 








eelt’s a flashback 
to what 
happened in 

the early ‘80s 
with video 


games. 





Sue’s company 
participated in 

the design package 
at Treasure Island in 
Las Vegas. Here 

she is with, (I-r): 
Mike Robinson, 
Jerry Monday, 

Mark Schorr 
(president of 
Treasure Island), and 
Sonny Beckham. 


Sue Monday 
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Where do we go from here? 


F amily entertainment centers have been sprouting up all 
over the world for the past 10 years. It’s been a fast-growing 
industry, but it begs us to ask whether the balloon will burst. 
It may for some. In fact, it’s inevitable that many will fall by the 
wayside. I think we need to look at what we have been creat- 
ing and pay attention to what we say we are providing: family 
entertainment. 

There have been many people who have come from other 
industries to build FECs, not knowing what they are doing 
and not listening to people who have been in the industry for 
years. Sound familiar? It’s a flashback to what happened in 
the early ‘80s with video games. Not surprisingly, many of 
these centers are in trouble. Many chain locations are also 
facing problems. 

There are obvious reasons why some of the FECs are in 
trouble: companies did not have feasibility 
studies done, and if they did, they disregard- 
ed the prognosis. Many paid no attention to 
what percentage of income would go to the 
fixed expenses or the reinvestment in new 
equipment. There were no controls in place. 

Now these owners think they can go back and 
fix all these problems as income drops and 
theft from within escalates. Some chains have 
grown so fast that they have many stores al- 
ready in trouble. Like a fish out of water they 
need to be thrown back in. But no one is mov- 
ing fast enough to save some of these places. 

It is vital for an FEC today to set itself apart 
from the neighborhood pizza or fast food out- 
lets. Not only do they need to provide a fun en- 
vironment, they also need to keep the family 
there longer than it takes to go through $20, 
approximately 10 minutes playing fast quarter games. 

We need to be less greedy and more in tune with entertain- 
ment, which is what we profess to be all about. If a center 
wants to just put in fast quarter games with a high payout, 
they need to change the name to Jim’s Casino or Jim’s Fun 
Parlor; any name will do as long as they drop the word family. 

Most families set aside a certain amount of their income for 
entertainment. They then need to determine where that 
money is going to be spent. To today’s value-conscious soci- 
ety, the FEC industry is simply one of many forms of enter- 
tainment fighting for that entertainment dollar. 

FECs caught on quickly in the late ‘80s and early ‘90s be- 
cause major theme parks were charging anywhere from $20 
to $40 per person to enter. If a customer was lucky, he’d be 
able to enjoy four or five rides. When you add in another $10 
per person for food, there really was no real value, but you 
could stay all day! Offering these families a place to go with 
perceived value was an idea whose time had come. 

Today, you can go to the movies, buy popcorn or candy, and 
spend about $14 per person. You'll keep the family busy for 
about two or three hours. But in the FECs of today, parents 
are spending anywhere from $14 to $40 per person and stay- 
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It’s impossible to describe... 








A photograph 
can’t capture | 
Its unique glow. [= 
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appeal. 
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¢ Gleaming Top Scorer e Fiery neon-lit goals and Top Scorer 
¢ Sizzling graphics ¢ Rugged player-proof durability 
e Effortless maintenance ¢ Location proven excitement. 


Neon Aire...|t'Ill be the most sensational attraction in your Game 
Room, Arcade, or Family Fun Center. So get in on the heat and 
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FEC CONSULTANTS 


ing less than an hour in the facility! I’ve talked with many par- 
ents who are upset that they are spending as much money as 
they are for the kids to purchase junk with their redemption 
tickets. If something isn’t done to increase parents’ sense of 
perceived value, FECs will no longer be the hot item they are 
now. 
One or even two attractions are no longer enough. FECs 
1. ° ~ should provide elements other than a play park, video games, 
Be | C sin evitab | e and redemption equipment. Perhaps rides, laser tag, bumper 
cars, or half a basketball court. The ideas are numerous. With 
that many F ECs a combination of these attractions you can even come up with 
will fal j by the some creative ideas, like leagues, to create reasons for peo- 
é ple to come back, besides redemption. 

wayside. 9% Is there room for more FECs? I think the answer is yes! 
That is, provided those opening new locations study the 
whole picture realistically, have feasibility studies done, and 
do their homework. Some centers are cash cows. But like any 
other cow, they need to be fed, taken care of, and paid atten- 
tion to every single day. Each day should be treated like your 
grand opening, with everyone 
greeting customers like they have 
just come to Disneyland for the 
first time! Once you forget to treat 
your customers like you did when 
you first opened, they will forget 

to visit your location. 

Do I have advice for anyone look- 
ing at our industry? Realize that 
it’s a great industry and our ulti- 
mate goal is selling “fun.” I’d also 
stress that it takes hard work and 
it’s vital to know what you are all 
about. For instance, is your center 
for children, adults, or both? Don’t 
lose your focus of who you are 
catering to. 

Dave and Busters is a restaurant 
and bar first and entertainment 
center second. Chuck E. Cheese is 





The entrance to a children’s center and pizza store first. Determining who you 
this FEC entices are can affect the location where you build your center, 
players. whether you are going to include a play park, and what types 


of redemption equipment you will purchase. The FEC also 
needs to be part of the community and be involved—sponsor- 
ing teams, doing fund raisers, etc. You need to give a little to 
get a lot. Don’t underestimate the power of being perceived 
as a valuable part of the community. 

I recently worked with a 40,000-square-foot center in Idaho 
called PoJo’s. We added Krazy Cars to the facility as well as 
made some other subtle changes. PoJo’s provides a video sec- 
tion with older games (at five cents per play), asports area, a 
children’s area, redemption games (for young and old), party 
rooms, and a restaurant. PoJo’s is an important part of the 
community and through all the ups and downs has continued 
to run avery successful FEC. 

PoJo’s is what an FEC is all about: providing fun for the 
whole family and the community. A 


Sue Monday is president of Spirit Designs. Her company 


specializes in the development of FECs. She can be reached at 
(310) 532-2351. 
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” The Merit innovation* that’s electritying darts, » . 
Easy to play! A challenge F 4 aur i A 
It's a race from 0 to 321 points. The fun starts M | ne player ZAPS SCORPION 9000 

another by matching their score exactly. The ED Foicie starts over J EXCLUSIVE! 

at zero, ready to come back and ZAP the other players. Here’ s the i 


twist - overshoot 321 and the excess points are subtracted, an “g 
opportunity to BACKZAP an opponent by catching them on the re 





























The unique features are clearly displayed on the new “9000” over 
eliminating the wo rk and making 321 ZAP fun, fun, fun! 


INDICATES PLAYER THROWING eENERGIZE YOUR ROUTE 


POINT SPREAD TO ZAP THIS PLAYER with Merit's powerful 
PLAYER IS BEHIND THROWER - CAN'T BE ZAPPED promotions - posters, 
PLAYER IS AHEAD BY MORE THAN 100 








table tents, decals, 
T-shirts and more! 

eRUN 321 ZAP LEAGUES! 
321 ZAP includes ateam » 
option. 
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a The new “9000” also includes 
BURMA ROAD , ZY CRICKET , WILD & CRAZY OPTIONS , plus, plus, plus! 


START ZAPPING TODAY - IT WILL PAY! 
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Call 1-800-523-2760 CYC) merit industries, 


215-639-4700 FAX 215-639-5346 2525 State Road ¢ Bensalem, PA 1 











FAMILY ENTERTAINMENT 
Little feet make a big difference 


Where once the sounds of grocery carts echoed across 
the aisles, now the sounds of children’s laughter fills the air. 
A 25,000-square-foot former supermarket in Baton Rouge, 
La., has been transformed into a children’s entertainment 
center aptly named Pitter Patter of Little Feet. 

Pitter Patter is a family-run business owned and operated 
by relatives Annie and Darren Peairs, Wendy and Stephen 
Foreman, and Patricia and Joe Penn. Annie, sister Wendy, 
and mom Patricia talked about a young child’s fun center for 
more than a year. They no- 
ticed that many locations 
were tailored to older chil- 
dren, while youngsters aged 
one to 11 were lost in the 
crowd. 

Darren Peairs says the con- 
cept has been well received 
since the March opening and 
the party rooms are filled on 
the weekends. Pitter Patter 
is located on the busy thor- 
oughfare of Florida Blvd., 
within view of the city’s 
largest shopping center, Cor- 
tana Mall. 

eS ee ~ Heres what you will find at 
Darren Peairs at a re- Pitter Patter in terms of games and rides: over 60 units in- 








demption center cluding alley bowlers, ticket-dispensing games, kiddie rides, 

with prizes that sports-themed games, big and small air hockey tables, anda 
range from match- deluxe sit-down video. 

box cars to ports The redemption counter is filled with prizes ranging from 


finger puppets and matchbox cars to stuffed animals and 

baseball gloves. The largest item in the case is a stereo. 
In addition, there is a well-rounded snack bar featuring 
hamburgers and french fries, 


eeOur children are in the age group we 1222 Po-boy sandwiches: 


cheesecake, milkshakes, 


were looking to attract. They were our ockies, and more. “We serve 


a pretty decent meal,” ex- 
game testers. _ plains Peairs. 

Among the biggest drawing 

cards are the themed birth- 
day party rooms that feature walls decorated with such im- 
ages as acircus train and a fairy nestled in a cloud. A variety 
of party packages provide everything (hats, blowers, tokens, 
ice cream, balloons) but the birthday cake. The birthday child 
receives a T-shirt as well. 

Two talking Pitter Patter characters, Dusty the dragon and 
Comet the tiger, sing happy birthday and do the hokey-pokey 
with the children. The Easter Bunny was a visitor this spring 
(intermingling and posing for photos) and Santa Claus will 
appear at Christmas. 

A kiosk out front is the official welcome center and doubles 
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Jungleland, one of four themed areas inside Pitter Patter of 


Little Feet. 


as a retail store that stocks 
clothing and toys geared to 
small children, such as Looney 
Tunes items, board games, 
trucks, and push toys. 

Customers can cross over a 
bridge, around a small moun- 
tain, and past a waterfall on 
their way to four themed stages 
inside: Jungleland, Indianland, 
Fairyland, and _ one that 
changes with the _ seasons. 
Games and rides are posi- 
tioned around each area. 

While doing research in 
preparation for opening Pitter 
Patter, the owners traveled to 
AMOA in San Antonio and 
IAAPA in Miami with three 
Children in tow. According to 
Peairs, “Our children are in the 
age group we were looking to 
attract. They were our game 
testers. Ifthey liked a game and 
could accomplish the goals, that 
was a plus. If they didn’t like a 
game, it was not an option.” 

Pitter Patter has between 25 
and 30 employees, many of 
them students working part 
time. All of the owners work in 
the business. Everyone associ- 
ated with the center wears a 
green shirt with the Pitter Pat- 
ter name on it for easy identifi- 
cation. 
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Paula Russell of Southland Distributing joins Darren Peairs 


at the welcome center kiosk. 


The center’s hours are 11 
a.m. to 9 p.m. Monday through 
Thursday, 11 a.m. to 11 p.m. on 
Friday, 10 a.m. to 11 p.m.on Sat- 


LiCCESS 
Plush, Inc. 


Dear Luke, 


urday, and l1la.m.to 8 p.m. on 
Sunday. Anyone under the age 
of 17 must be attended by an 
adult. A 


10660 Kinghurst Drive 

Houston, TX 77099 

(713) 564-1705 e (800) 396-8888 
FAX (713) 564-1805 


All of us at Success Plush want to thank you for your great letter. We also 
agree that our plush is awesome! We work very hard to provide our 
customers the best toys. Our customers like the quality and variety that 
we are able to offer. They also like the many seasonal toys that we have, 
especially our Fourth of July plush that is now available. 


Luke, you and your friends are welcome to call us at 1-800-396-8888 and 
talk to any of our knowledgable salespeople. They will be more than 


happy to tell you what we have. 


Best wishes to you and your family, and we promise to work hard to make 
Success Plush a part of all the crane machines in the world! 


Sincerely, 


Atm 


Brent W. Collins 
President 


P.S. Tell your friends we have POGS, too! 


95 





JUNE 1995 


I[AAPA committee focuses on FECs 


n years past families travelled far and wide to that land of 
dreams, the amusement park, where parents and children alike 
could enjoy the rides and attractions that 
were nowhere to be found at home. 

But times have changed, and many of those 
thrills now are located just around the cor- 
ner. In recognition of that fact the Interna- 
tional Association of Amusement Parks and 
Attractions formed a committee several 
years ago to address these facilities. 

The committee originally focused on minia- 
ture golf facilities, but diversity in the mar- 
ketplace led to a new identity for the group. 
“When family entertainment centers be- 
came so prevalent, the name was changed to 
reflect that,” explained current committee 
chairman Leslie Hutcheson of SportsWorld 
in Kitchener, Ontario. 

Other committee members are Michael 
Getlan of Amusement Consultants, Ben 
Jones of RECreation Inc., Court Huish of 
Huish Family Fun Centers, Ken Wynne III 
of Palm Bay Greens, Marc Shade of 
Frappeurs Baseball Center, Jim Smith of 
Horizon Skatepark, Gena Romano of Nelly 
Bly Park, and Moises Shemaria of Diver- 
sionies. 

The stated goal of the committee is to bring 
together a geographical mix of FEC 
owner/operators to make policy recommen- 
dations to the [AAPA board of directors. 

Hutcheson said the committee is planning 
a full calendar for 1995, including 13 differ- 
ent seminars at the [AAPA show in New Or- 
leans on Nov. 14-18. 

A new video entitled 
“Guest Services II—How 
To Deal With The Angry 
Guest” will also be un- 
veiled at the show. The 


_Top photo: film will cater to the training needs of the small 
The IAAPA FEC committee at a re- 





cent meeting in Scottsdale, Ariz., Operatar 
(I-r): Ken Wynne, Susan Mosedale, According to Hutcheson, approximately 42 
Michael Getlan, Leslie Hutcheson, percent of [AAPA facility members indentify 
Marc Shade, Gena Romano, Court themselves as FEC operators. That fact, she 
Huish, and Ben Jones. Not pic- said, has also led to a change in goals for the 

tured: Jim Ao and committee. 

saeaiiniinaanien In years past, she said, the committee would 
Bottom photo: hold seminars at the show for people interest- 
The committee gets down to ed in opening FECs, including a cookbook ap- 
business, planning proach on how to get started and case histories 


long-range strategy. 
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ramil ntertainmen onters 
re llur Business 


Let us help you with yours! 


Don’t let our name fool you. The International Association of Amusement Parks and 
Attractions (IAAPA) is the world's largest trade association representing family 
entertainment center facilities and the suppliers that serve them. The [AAPA 
provides the premier convention and trade show for the industry, prize-winning 
publications, and quality education and training programs. 


As a member of IAAPA, you can take advantage of these quality products and services: 


Discounts on admission to the 77th Annual [AAPA Convention and Trade Show, 
November 14-18, 1995, New Orleans, Louisiana 


[AAPA International Directory and Buyer's Guide listing all the 
major family entertainment center suppliers in the world 


Miniature Golf and Family Entertainment Center 
Resource Manual 


Family Entertainment Center Magazine 
FUNWORLD Magazine 

Employee training videotapes and manuals 
And much, much, more! 

















VVAN A A A 


For more information contact: 
susan FE. Mosedale 
Director of Association Relations 


IAAPA 

1448 Duke Street N 
Alexandria, VA 22314 

Phone: 703/836-4800 
Fax: 703/836-4801 
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of other facilities. 


“We've decided to take a more subtle approach,” Hutcheson 
said. “We want to focus on the 43 percent of the membership that 


What is a family 


entertainment center? 





pA fellow called me the other day and said he wanted 
to get into this new business, the family entertainment 
center business. But all he knew was that it was supposed 
to be the hot new thing, and that everyone was getting 
into it. He didn't have any idea what a center was or what 
the actual business entailed. Remember what happened 
when bellhops gave out stock tips; that was back in 1929 
wasn't it? 

What he really needs to know is what constitutes an FEC 
and how it differs from a children's entertainment center 
(CEC) or a high-tech center (HTC). 

For my evaluation purposes, | use this basic definition: if 
a facility contains three or more of the following elements 
as major attractions it is an FEC: miniature golf, batting 
cages, bumper boats or bumper cars, go-karts, rides, coin- 
op games (amusement and/or redemption), and soft 
modular play areas. More recently the mix can include 
laser tag, interactive simulators, and virtual reality. 

This has been coined as “the genie theory”—give your 
guests at least three wishes when they visit. CECs and 
HTCs are variations on the theme. 

It’s kind of like a poker hand, in that different kinds of 
cards constitute different hands: flushes, straights, full 
houses, etc. Party facilities and full service food and drink 
facilities (as opposed to simply small snack bars) are like 
“wild cards.” They really are needed in any venture. 

CEC’s generally contain soft modular play elements, 
party facilities, some coin-op games (usually redemption) 
and food and drink. Some newer centers have added edu- 
cational elements such as computer stations, musical en- 
vironments, or role-playing areas. 

HTCs, like the new Australian facility named Intensity, 
have simulators such as Magic Edge, Chameleon, or Virtu- 
ality along with food and drink and sometimes games. Ina 
center such as the Magic Edge in California, food and drink 
become major attractions for the adult clientele that fre- 
quent the facility (Magic Edge serves alcohol). 

Personally, | do not consider facilities with only two ac- 
tivities to be FECSs, just locations in the entertainment 
business. These would include a cinema with some games 
and a snack bar, or miniature golf and games, or go-karts 
and batting cages. But that is just my definition. It really 
depends on the attitude of the staff and the ownership. a 


Michael Getlan 
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are already in the (FEC) busi- 
ness.” 

During the spring the commit- 
tee undertook a survey poll to 
examine membership reaction 
to the services provided by 
IAAPA, and in late May a focus 
group of 10 members was 
scheduled to further look at the 
issue. This information will be 
used to compile a long-range 
strategy for the committee. 

“We really want to draw more 
people into the fold to find out 
what their problems and con- 
cerns are,” explained Hutche- 
son, citing such issues as the 
takeover of smaller operations 
by larger chains. “Those types 
of things, we know they are 
happening. We’ve just 
scratched the surface and 
we re trying to reach out and 
find out more.” 

Hutcheson said the committee 
is currently looking at a possi- 
ble awards program for FECs, 
regional seminars focusing on 
professional development for 
operators who cannot make it 
to the show, and a digest-sized 
FEC resource library featuring 
articles from various sources 
on specific attractions. 

Another item on the agenda is 
the development of a commit- 
tee logo in order to give the 
group its own identity within 
IAAPA. It will be used in the 
show literature to note which 
activities will relate to the FEC 
industry. 

While some areas have seen 
the FEC market expand great- 
ly, Hutcheson said she believes 
there is still a lot of room to 
grow around the world. 

“It’s blossoming throughout 
the world and I| think we're just 
seeing the tip of the iceberg,” 
she said. “Who knows when you 
hit the saturation point. I guess 
it just depends on where you 
are.” A 
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Laser tag companies 
shoot for the stars 


aa 

P.... you're dead!...No, I’m not.” 

It’s a familiar Indian summer 
scene gone awry when an ado- 
lescent game of good guys and 
bad guys turns into a courtroom 
drama over who has to lie down 
and play dead. 

But just as technology has come 
to our rescue in dealing with 
real-life problems, so a relatively 
new phenomenon in the amuse- 
ment business can pinpoint ex- 
actly who shot whom these days. 

The setting, however, is slightly 
different. Today’s player suits up 
in a high-tech vest or belt and en- 
ters a hazy, labyrinthian environ- 
ment brandishing a 21st-century 
weapon that is actually harm- 
less. And when it comes to who 
won, it’s all there on the score- 
card. 

Laser tag systems are reported- 
ly growing by leaps and bounds 
across a wide segment of the 
market, and industry leaders 
point to this fact as evidence that 
it’s more than just a passing fad. 

“I think it’s still wide open,” says 
Laser Storm’s Gene Bueth. “We 
haven’t scratched the surface. I 
think it’s going to be one of those 
staples like a roller coaster or 
bumper cars.” 

Drew Pawlak, vice president of 
development for Ultrazone, says 
he believes that the United 
States market will expand from 
a base of less than 200 facilities 
total at present to approximately 
1,000 over the next three years. 

“The concept of tag has been 








Go ahead, make their around forever,” he said. “As the technology started to devel- 
day. Laser tag games op, the concept really fit with that. It’s the same situation as 
like Ultrazone are the personal computer, which automated everything.” 


gaining widespread 


: But the modern laser tag system was not born out of a void. 
popularity. 


It was preceded almost 10 years ago by Photon, an early pro- 


. totype of laser tag. Unfortunately, the failure of Photon has 
Steve White 
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left a sour legacy for many potential investors. 

Richard Long, president of LT Equipment Inc., which man- 
ufactures and sells systems for its parent company 
LaserTron, says Photon was like playing laser tag with a tank 
strapped to your back. “It was an excellent concept but tech- 
nologically it wasn’t there.” 

So what technological advances have made laser tag more 
popular and feasible: namely the development of lighter 
equipment, as well as laser and computer technology that al- 
lows individual and team scores to be recorded with a central 
system. 

“Laser tag is here to stay,” predicted Long. “If you go back 
and look at personal history, we've been playing games like 
cops and robbers and cowboys and Indians forever. Now we 
have the technology to make tracking it possible.” 

However, the growth in popularity has been attended by a 
parallel growth in the number of companies producing laser 

- tag systems. Some are high-end systems de- 
signed to be placed in large amusement parks 
or free-standing locations, while others are 
more appropriately located in smaller family 
entertainment centers. 

Additionally, as the games begin to appear in 
more places, manufacturers are already hav- 
ing to develop updates in play features, target 
sequencing, and narrative theming in order to 
keep player interest keen. 

In exploring the expansion of laser tag as an 
amusement attraction, we have taken a rep- 
resentative sampling of the products that are 
on the market. 


Uitrazone 
Ultrazone, which was originally developed in 
Australia under Zone Laser Games, opened 
its first two American locations in its own cor- 
porate backyard of Las Vegas in 1993. One fa- 
cility is a stand-alone attraction, and the other 
is housed at the Circus Circus Grand Slam. 
The company currently has close to 20 sys- 
tems on location, including one that opened 
last month at Astroworld and another recent- 
ly introduced at Six Flags over Georgia. 
Described by the company as a “20th century 
version of capture the flag,” Ultrazone is 
played by three teams of up to 10 players each 
in a large, stylized arena with a minimum of 
5,000 square feet. 
Ultrazone offers the “With the three team-format the game is a lot faster,” ex- 
services of its exclu- plained Pawlak. “Every game is different. It depends on the 
_ SNS Ces ee teams, the players, the mood, as well as the parameters 
putting together are- 
nas like this one. which have been set. We are also very membership-oriented 
and give each member a detailed data base with a breakdown 
of their last 10 games.” 
According to Pawlak, Ultrazone also offers customers the 
services of it’s exclusive arena designer Halina Gaberow- 
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Above: 
Welcome to the 
21st century. 


Right: 

While some systems 
are geared to older 
players, Laser Storm 
has had customers as 
young as four years 
old. 
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icz, who has developed more than 70 laser tag arenas world- 


wide. 


Early this year, the company also introduced Zapzone, a 


more moderately priced system geared at 
FECs, bowling centers, and skating rinks 
where limited square footage is a concern. A 
minimum of 1,500 square feet is needed for 
this downsized version of the original 30-play- 
er game. 

“We found we were losing smaller systems to 
a competitor so we developed Zapzone,” ex- 
plained Pawlak. 

The smaller system includes between 10 and 
16 laser packs, a 486 computer system, game 
control unit, score printer, charging system, 
and three multifunctional targets. Costs begin 
under $34,000, considerably less than the six 
figure cost of the premium system. 

The beauty of laser tag, Pawlak concluded, is 
that it resonates well with the video game 
generation, players aged 14 to 24, who consti- 
tute the primary demographic. “They were 
raised on this type of thing,” he said. 


L aser Storm 

The key to success is making sure that play- 
ers are continually challenged by the experi- 
ence of laser tag, says Gene Bueth of Laser 
Storm, the Denver-based manufacturer. 

In its approach to this endeavor, Laser Storm 
has utilized game play centered around a sto- 
ry line that enhances the features of its sys- 


tem. “We have designed the system to be fun every time for 


even the most avid player,” 
Bueth said. 

Earlier this year, Laser 
Storm introduced its newest 
game, Too Many Martians, 
which pits players against 
one another in a struggle 
over which group will popu- 
late the Earth. Laser Storm 
also offers two other themed 
adventures for _ players, 
Galactic Marauders and Cir- 
cuit Commandos. 

The company’s system can 
accommodate between 12 
and 48 players, and the play- 
er units and other system ac- 
cessories sell for $29,950 to 
$89,950. Space requirements 
range from 1,500 square feet 
upward. Accessories sold 
separately include the track- 
ing system, target/reactor 
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Lasertron game sys- 
tems feature real- 
time radio data com- 
munication to record 
and score play action 
as it occurs. 
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@ Fantastic Video Redemption Concept - Both 
Ticket and Capsule Dispensing Capabilities! 


@ Truly Unique cabinet —- Easily converts to both 
vertical/horizontal monitor video game - 
Long Term Return for Low-Cost Investment! 


@ Unlimited Location Opportunities! 


@ You're the Captain — collect coins and avoid 
obstacles to earn points! 


@ 3 Challenging Courses — find Treasure Chests 
for Mega Points! 


© Operator Selected payout levels and Bonus Round 
percentages with multiplier feature — 
Win up to 100 tickets! 
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looking at adding to its current coin-op games, which cur- 
rently includes close to 30 videos and table games. “We're 
looking into redemption, trying to study it and know as much 
as we Can going in.” 


H eads up Technology 
Heads Up Technology, which has been in business for 10 
years as a manufacturer of transportation software, entered 
the laser tag market two years ago and opened its first loca- 
tion at MCA Universal Studios in Japan in May 1994. 
“We spent a year working out kinks and bugs,” says 


’ Heads Up president Robert Harshaw, adding that 
ee We ve become a when it opened the system saw approximately 1,500 


players per day. 
cultu re of extremes. The company’s game is known as Laser Trek and uses 
Here S@ way tO microprocessors to create and control brilliant arena 
illusions that employ visual and audio effects. Players 


collect a lot of these wearing polycarbonate vests, each imbedded with in- 


. dividual microprocessors, coordinate their laser us- 
new tech nol ogi es age through a central radio frequency network. Play- 


and bring them «rs are alerted to their status through an LCD 
indicator on the rear of the gun, as well as audio up- 


together for all dates. 
The Laser Trek system was installed this spring at 
members of the  LaserPort, a 50,000-square-foot Chicago-area laser ar- 
. cade. Other openings are expected in Montreal, Cana- 
fami ly .99 da, and Little Rock, Ark. 

Harshaw said the game has been changed slightly 
from the original model in Japan. “In a theme park, they play 
the same game over and over. Really, we concentrated on 
throughput. In a family entertainment center it’s different. 
It’s more of an end destination. The game has to be more flex- 
ible. Sometimes you may have crowds; sometimes you may 
not.” 

That is why Heads Up envisions each player’s vest and laser 
gun as a platform on which the software can be manipulated 
to change the parameters and script of the game. 

“We realized that change had to be constant,” Harshaw 
said. “From the very beginning we looked at our laser equip- 
ment as the joystick to the game rather than the be-all end- 
all. We can actually produce any storyline you can produce on 
a video game. With enough attention to detail, you can create 
a game.” 

These new games are created by making choices about the 
rules of interaction between teams, energizers, bases, etc., as 
well as developing narratives that go along with game play. 

Harshaw says that like some of the other products on the 
market Heads Up is also hoping to produce a more target- 
oriented experience, downplaying one-on-one violence. 

A turnkey system is available that includes an arena, but 
Harshaw said the company’s current clients have built their 
own. “Our customers tend to be sophisticated in their capa- 
bilities.” 

As asystem geared toward upper-end customers, equip- 
ment for 22 to 42 players runs between $118,00 and $189,000 
and requires at least 20,000 square feet. Additional costs are 
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required for electronics. 

Despite the significant costs, Harshaw says that is what 
FECs need to look at if they are going to succeed in the cur- 
rent explosion of technological amusements. 

“The only way FECs are going to succeed is to provide 
something you can't get at home,” he said. “Homes just can’t 
afford the 'wow' experience. We’ve become a culture of ex- 
tremes and here's a way to collect a lot of these new technolo- 
gies and bring them together for all members of the family.” 


Laser Star Technologies 

How about laser tag as a 
found amusement experi- 
ence? That is what Laser Star 
Technologies has envisioned 
with its new conversion kit 
for turning a soft-play area by 
day into a laser tag arena at 
night. 

“A lot of these soft-play facil- 
ities are dead after six or sev- 
en at night,” says Laser Star 
president David Peretz, who 
has been in the laser tag busi- 
ness for eight years. “We doa 
conversion over to laser tag 
using the same fixed base fa- 
cility.” 

This is achieved by bringing 
in black lights, fog, and Laser 
Star’s hardware, which re- 
quires no headset or vests. 
“Everything’s in the gun, 
which lets the player know 
he has been hit both visually 
and by feel,” said Peretz. “It’s 


”. ee ry | 8 | , | . : 
TthesFinest Laser Game is Now Affordable! . Saeh aeiablinele umpc cena: 
™ : ; customer in and out. 
a ra Feature by feature, simply the * Joint ventures available to In addition to their gun, 
‘ BEST laser game select locations. ’ players also wear a battery 
7 Equipment ready for immediate * Arena design and build out belt pack. The system also 
« shipment packages available separately comes with a scoreboard and 
6 reset station, where scores 
* Complete systems start at $29,895 OPTIONAL FEATURES: are also downloaded. Up to 
* Real laser optics - paren registered 1.Self-defending tafgeting 24 players can be accommo- 
* No headset or vest required systems 
pete ; \ | dated. 
* Two firing features: laser and bomb_~ + > caianneiiten: vache teamiiien 
* Talking & colored displays in reset stations and 39 Prices run between $30,000 
scoreboard CM laleliViclUe lm iaelelale) and $78,000, and the compa- 
* Systems operating in'over (5) States 4.Inflatable game arenas ny also works with operators 
* Over 8 years of proven track record to develop both permanent 
R; b ae on fi at Sree ™ | and inflatable arenas when 
is V aaa ‘ aser Star Technologies - 6 « 
reeaniig < . “i | 4801 Hollywood Bivd., Hollywood, FL 3 oid 3 called upon. We get as much 
and Catch a Laser Star! 305 981 4503 = 1 800 527 3797 > or as little involved in devel- 
| rs oping the arena as the opera- 


cA.’ tor wants,” Peretz said. “Our 
. main objective is to sell our 
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“ aed A equipment, not to make a big profit on building an 
ee! think it's GOINg arena.” 

Peretz said he believes that other high-end sys- 
to b e one of those tems will ultimately have to come down to com- 
H pete with more affordable ones as technology 

stap les like a raises quality across the board. 
rol | er coaster OF ‘We're basically providing wholesale costs to the 
operator,” he said. “Most of the competition is on 
bum per Car $.998 price and I think the marketplace will begin to 

dictate that.” 


Star Quest 


The final laser game to examine is billed by its manufac- 
turer, Innovative Funworks Inc., as a laser shooting gallery as 
opposed to laser tag. 

The game is played in a self-contained 
structure, and the package comes with 
all the equipment necessary. Players en- 
ter the arena in their attempt to shoot 
designated targets before they shoot 
back. 

Units come designed for two and four 
players, but each player competes from a 
designated area by himself in an attempt 
to outscore the others. 

“The whole theory is much less violent,” 
says IFI’s David Dauman. “It de-empha- 
sizes the gun and killing. There’s compe- 
tition, not just combat.” 

Because of the size and nature of the 
game, it requires only one or two employ- 
ees to be present. “It’s a much smaller 
unit which is easier for the operator and 
it's completely 
turnkey,” said 


Dauman. “The oth- eln th € FEC 


er neat thing is it 


appeals to a very fysiness one 


wide demographic 


group.” of the most 
Dimensions of the SOU g ht after 


two-player unit, 

which sells for arty attrac- 
$90,000, are 12’ tall pi zt 

x 22' long x 16 tions Is laser 





Players join a mytho- wide. The four-player model, priced at ta es 
logical team and $165,000, is 12’ tall x 21’ long x 29’2” g. 
compete to control a wide. 


DNA lab in Laser : z ; 
Stnrmn’s Galactic Dauman said expectations are high 


Marauders. for the company’s product, which is currently in four loca- 
tions. 
“When people come out to a destination location, they need 
to be enticed by something they can’t do at home,” he said. 
“With Laser Quest, you're entering a whole realm, a com- 
plete environment. I think operators are looking to do bigger 
marquee-type attractions like this.” A 
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It's party time! 


RO you gave a party and no one came? I don’t think 
you ll have to worry about coming up with an answer to that 
question any time soon. The fact 
is that there are more parties 
than ever being held in more 
places than ever in the growing 
number of FECs. 

You talk about FECs having the 
right mix of games, a great re- 
demption counter, added attrac- 
tions, and lots of fun. Sure you 
need all of those things, but one 
of the most vital elements in the 
truly successful FECs is birthday 
parties. How important are 
birthday parties? “I’m not exag- 
gerating when I tell you that your 
birthday party business can 
make or break a location,” as- 
serted one FEC owner. 

While many of us older partiers 
have fond memories of having or 





Oriental Trading offers going to birthday parties at skating rinks, bowling alleys (be- 
ee fore they were called centers), and McDonald’s, the places to 


plan a party now are immense. 

Why is the birthday party segment of the FEC industry so 
attractive? If we look at a few facts, it becomes quite clear. For 
instance, everyone is talking about the new baby boom, per- 
haps not quite rivaling the original one after the war, but im- 
pressive nonetheless. Since 1989 there have been over four 
million children born in the United States. In addition to that 
striking number, many of them are being raised in one-par- 
ent households or in a home where both parents work. 

This adds up to much less leisure time and more getting 
down to business for many things, including planning the 
kids’ birthday parties. Where inviting a few friends, donning 
party hats, and having a homemade cake may have sufficed a 
few years ago, not so anymore. Parents are looking for a way 
to create a fun atmosphere for their kids and friends without 
spending the time to do it themselves. 

Parents also have the money to spend on parties. They 
would rather plan it somewhere nice, somewhere the kids 
love to go, and spend a couple of hours there and it’s over 
with. Of course, the memories go on and on. It’s money well- 
spent and valuable time saved. 

But along with the demand comes fierce competition. FECs 
know that having a successful birthday party business is im- 
portant, but what can they do to secure the edge over the 
Valerie Cognevich competition? 
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“We really liked our first Token Tech, 
which is why we ordered our second. 
I’m calling now to order our third.” 


“The Token Tech eliminates the need to 
spend hours making up rolls of 20 and 
40 Tokens. We are saving enough 
labor cost to more than pay for it in 
less than two months.” 


“The best investment since we bought 
our fax machine. | can’t ever imagine 
doing business without either one.” 


“We have good employees... The 
Token Tech removes the temptation 
for them to become “silent partners” by 
skimming the till.” 


‘It’s great! You should have come out 
with it 10 years ago.” 


“After using our Token Tech for 
Quarters, we are switching over to 
Tokens. Thanks to the dispenser, we 
got acquainted with your Token 
Systems.” 


“The Token Tech eliminates long lines at 
our cashier’s cage. Our customers like 
it, too!” 


“Our Batting Cage Tokens are valued at 
$1 each. Anyone with a high-value 
Token should be using a Token Tech.” 


“We use a larger size Token for our 
Carwash. All Tokens are sold through 
the Token Tech. It’s accurate, and 
much faster, and it keeps our people 
honest.” 


“The first two Token Techs are excellent. 
We are sending our purchase order for 
six additional units.” 


“It’s working just perfect. We love it!” 


“For a $3 Cigarette Token, it’s the only 
way to do business.” 


“We were using a system which had the 
“illusion of control”. . . The first shift 
manager counted all our Tokens. The 
third shift manager emptied all the 
cashboxes, and did a day-end count.” 


“The Token Tech has simplified our 
whole operation, and we know exactly 
where we stand every hour.” 


“We bought a similar item, made in 
Europe. It cost a lot more, but it never 
worked right, so we sent it back. Your 
Token Tech is far superior.” 


If you want to take more of these 
to the Bank every week... 


Just Push the Right Buttons. 


Token Tech™ #2000 


High Security Token Dispenser 


© Control, Accuracy, Security & Dependability. 


© Non-Resettable Counter. Vended Token or Coin 
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© Changeable Display Signs. (Stock or Custom) 


© Ideal for Amusement, Vending, Carwash, Casinos, 
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“Yes, the competition is brutal, but thank goodness some 
places view birthday parties as a necessary evil. Little is done 
to really promote it. We’ve had parties for people who have 
told us about bad experiences in a competitors place,” ex- 
plained one successful FEC owner. “But that’s fine with us. I 
hope our competitors never realize how important parties 
can be.” 3 

Others agreed that holding birthday parties is a unique 
way to promote your business, while having someone pay for 
it! “What other way is there to promote your business and 
have your customers pay for it? We hold about six to eight 
birthday parties during the week, but on the weekend we 
have six or eight on Saturday and that many on Sunday. If 
there are a minimum of 10 kids (and their parents) coming in 
for each party, we’re talking about several hundred people 
coming in because of parties. The parents waiting for their 
kids, who are at the party, tend to spend money on food and 
even games. I could never overestimate the power of 
parties,” exclaimed another FEC manager. 

What kind of things are locations offering to their 
birthday party customers? Pizzafari in Covington, La., 
for instance, has a character, a monkey named Pete, 
who makes a special appearance at parties. In addi- 
tion to this lovable monkey, Pizzafari provides birth- 
day napkins, plates, hats, place mats, colorful invita- 
tions, a private host, a birthday song and personalized 
birthday wish from Pete, drinks with free refills, re- 
served party table for 1-1/2 hours, birthday cake and 
candles, pizza, eight tokens for each guest in a token 
sack, 15 tokens for the birthday child, a framed picture 
of the birthday boy or girl with Pete, a Pizzafari T-shirt 
for the birthday child, and a loot bag filled with sur- 
prises for each child. 

It almost seems unbelievable that they charge just 
$6.95 per child, with a minimum of 10. Let’s see, it 
would cost the family $69.50 for 10 kids to enjoy them- 
selves for the afternoon. The last time I priced birth- 
day cakes alone, you couldn’t get one for less than $25! 





Putt-Putt offers a spe- As Pizzafari has found out, a character like Pete soon be- 
cial Buster Ball cake comes a favorite of kids. Pizzafari notes that Pete also does 
that sale hy field trips, group specials, school events, and teams. “Pete 


loves people,” Pizzafari management says. 

Another FEC/miniature golf course that has a special char- 
acter is Putt-Putt Golf & Games in Mandeville, La. For “the 
best birthday party you ever had” Putt-Putt’s mascot, Buster 
Ball, visits with the birthday child and his guests for 15 min- 
utes. The cake, provided by Putt-Putt, is a likeness of Buster 
Ball. 

Included in Putt-Putt’s birthday package is a party captain, 
color invitations, one-hour use of a party room, recognition of 
the child’s special day over the public address system, cake 
and drinks, plates, cups, napkins, balloons, unlimited Putt- 
Putt golf, eight tokens per party member and 15 for the birth- 
day child, a surprise gift for the birthday child, birthday visors 
and party bags filled with Putt-Putt gifts for all, and a picture 
of the grand celebrations. The cost is $5.95 per child and there 
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are some extras like six tokens for $1, ice cream at $.75 per 
party member, hot dogs at $.75, and a $1.50 pitcher of drinks 
for party members’ parents. 


Discovery Zone offers two 
birthday packages: The Sil- 
ver Birthday Party and the 
Gold Birthday Party. Both in- 
clude an hour and 15 minutes 
of playtime in the Zone, a pri- 
vate party for 45 minutes, a 
personal host, two pitchers of 
soda or juice, a birthday cake 
with candles, colorful invita- 
tions, paper party supplies, 
four tokens per child, and a 
$1 coupon for each child’s 
next visit. The cost is $7.99 
per child. 

In addition to all of the 
above, the Gold Birthday 
Party includes either a slice 
of pizza or a hot dog for each 
child, unlimited soda or 
juice, a free admission for the 
birthday child to return to Discovery Zone, a “birthday child” 





es ar aahigettl ei T-shirt, and a total of eight tokens for each child. The cost is 
ful motif to enchant $10.99 per child. 
children. The true goal in adding birthday parties to your FEC is to 


get more kids into the location to play other attractions. Once 
they’ve visited your place for a party, chances are they'll con- 
vince the folks to bring them back. You are always wanting to 
entice kids at a birthday party to have their own parties 
there. To accomplish either or both of these goals is not some- 
thing that can be done without careful planning and thought. 
“Kids are so fickle,” bemoaned one FEC manager. “Just when 
you think you've charmed them with some great new idea, 
they are looking for something even better. If their friend 
Brittney has her party here and they have fun, they'll want to 
have their’s here. But we had better make that party fun or 
kids won't beg their parents to have their party here.” 

One mother said her daughter goes to birthday parties 
nearly every week during the school year and sometimes two 
a week during the summer at many different places. “I’ll take 
Ashley to a party for a friend at an amusement center and 
she’ll beg to have her party there. Next week we'll go some- 
where else and she'll then want her party there. By the time 
her birthday rolls around, she will have changed her mind 
about 25 times. In the end, like I did last year, I'll call around 
and get the best value and then convince Ashley that she 
wants her party there. Sometimes that works, but you know 
how kids are!” 

Birthday parties are generally for kids from one to about 10 
or 11. After that they want to have friends spend the night or 
take a select few friends to a movie or out for a pizza. “When 
the kids pass that decade marker, they don’t tend to give invi- 
tations to everyone in their class anymore,” said one mother 
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with a youngster at a party, but with an older child at home. 
“They have a more narrow group of friends and they want to 

do something with them for their birthdays.” 
Still, even older children are enchanted with having a par- 
ty at a skating rink or a bowling center. Bowling or skating is 
eeOne of the most something teens love to do, and having their party there is 
vitalelements in perfect. A skating rink owner said, “We have parties here all 
of the time, always did. We usually have parties all weekend. 
the truly successful We provide drinks and cupcakes, but there’s not much else 
= “ we do for the party. Someone suggested giving tokens for our 
FECs IS bi rthday games, but I can’t see where that would drive up business, so 

i why spend the money.” 
pa rties.99 A bowling center proprietor agreed that birthday parties 
are generally held for older children. “It’s obvious that you 
couldn’t hold bowling parties for really young children since 
they can’t grasp the concept of the game or throw the ball. But 
we are getting more requests than ever for birthday parties 
for kids from about 10 to 16,” one bowling center manager 
told us. “I have a theory, and it may not be right on target, but 
here it is: I believe that little kids are having their parties out- 
= side of the home more than 
they ever did and are used to 
it. Once they pass that age 
where they've outgrown 
Chuck E. Cheese they still 
want a party someplace 
where they can invite all of 
their friends. Bowling is just 
the ticket.” 

Sondra Doyle of Oriental 
Trading, a company that pro- 
vides redemption merchan- 
dise, told us that there has 
been a big demand for party 
items. “Customers used to 
look through our catalogs 
and pick items they'd like in 
their party bags. But that 
took time. Now we are offer- 
ing HappySacks, a birthday 
party pack ideal for FECs 
that are in the birthday party business.” 





What child wouldn't 


be thrilled to be The HappySack kit includes the following: a goody bag, roll 
wished a special birth- of ribbon, jumbo sidewalk chalk, happy birthday chinese yo- 
day by Pete, Pizza- : 
fari’s mascot, who yo, neon fun loop straw, frog clicker necklace, fun and game 
Roe life at the book, dinosaur finger puppet, crayons, paper play money, 
j ay parties. 


plastic neon whizzer, kiddy tattoos, plastic gold coin, neon 
rainbow friendship ring, O-Ring bracelet, and a black spider 
ring. Assembly is required (but you don’t need an engineer- 
ing degree!) and there’s enough stuff for 144 HappySacks. The 
cost is only about $1.04 per bag. 

One FEC has found another way to streamline the birthday 
parties. They use large plastic carts (similar to grocery carts). 
All of the supplies for one party are stocked in the cart, mak- 
ing it a simple task to wheel it in and set up the party. Anoth- 
er advantage to using this set up is that once the party is over, 
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the customer can use the cart to stack the presents and man- 
agement takes care of it until they are ready to leave. 

“We've noticed that once the party is over and the presents 
must be carried to the car, 
chances are the customer 
will just leave,” said Sue 
Monday of Spirit Designs, a 
company that specializes in 
FEC development. “With 
these carts, customers know 
their belongings are safe and 
they aren't pressed to move 
the presents to the car, thus 
they'll oftentimes stay and 
play a little longer.” 

Another idea from Sue for 
making up party packs is to 
save those last five or six 
slum items out of your re- 
demption counter. “When an 
item gets low and you want to 
replace it with something 
else, simply take the last 





At Ramat Zone the ones and put them in a box with all of the other last few items. 
I ay rooms are . a idee 
colorful, happy places After awhile, you can make up party packs with these trin 
to be. kets,” she said. 


How do you figure out how much you should charge for 
your party? First, you can count on giving away 
about $5 to the birthday child, less for each 
guest. The best way is to add up food and labor 
costs at your actual cost (don’t use a mark up to 
figure this out). Once you have determined 
your actual costs, then you can add a mark up 
for your profit. But keep in mind that you are 
not in this to make a killing, Sue warned, “your 
ultimate goal is to get the kids to come back 
and for them to have their parties in your loca- 
tion. If your charge per guest for your parties is 
way out of line with the competition, you'll be 
left out of the plans next time. Also, while the 
party is going on parents will spend money on 
food and games, but they won't be back if the 
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ag’ 5 a Ned service and the food aren’t good.” 
YQ ae She continued, “I’ve seen FECs with the atti- 
gear oe i BALLOONS} §—§ PRODUCTS tude that they are doing the customers a big fa- 
: vor by allowing them to have a party in their 
REDEMPTION vegte Hips a alala ig place. They figured they were the only game in 


The Broadest Line in the Industry Wen OG town so they didn’t have to work at it. Not true, 
sis piemoaignerta because there might be a new game in town be- 
BIRTHDAY PARTY SPECIALISTS He 

5 Piece, 4 Color Place Settings - 15¢ per setting BIRTHDAY fore they know it. 
stile!” MU ivscaabhioneisian dl ote Acts ics Sue added that service is so important in 
2 CUSTOM IMPRINTING 3% | _ FECs, especially with birthday parties. “There 
. Logo Design & Development CE are just too many choices nowadays. No one 
has to settle for poor service or mediocre food. 


Promotional Birthday Party T-Shirts - under $3.50 SETTINGS 
In fact, they don’t even have to visit your loca- 


OAM mim AD 'y 





CALL FOR FULL COLOR CATALOG! 


1001 S. MAIN STREET e EULESS, TX 76040 tion. Think about that.” A 
800-777-2235 ¢ FAX 817-354-6393 
EXT. 121 - NATIONAL SALES - DEBORA CHERRY 
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PRODUCTS 
ARE THE OPERATOR'S BEST INVESTMENT! 


SUPER 

$$$ 

TRIPLE a eS 

our | Ae LA WN 

PROFIT my. i. Wa) POINT 
MARQUIS 


TICKETS) 


Jimensions: Dimensions: 
W=221/8" W=221/4"' 
H=571/4" H=571/4" 

L=47" L=451/4" 





Wheel ‘m In Rock ‘'n Bowl 
Standards in redemption that just keep earning, year after year !!! 
Bromley Corporate Office 


6 Bridlewood Road e Northbrook, IL 60062 
Tel. 708 509 0240 ¢ Fax 708 509 0242 





TICKET VALOm 





TURECHAMPp 


¢ Automatic ticket count 

¢ Low ticket light 

e "At the Track" sound 

¢e Solid State Electronics 

¢ High grade cabinet 

Insert 1-7 coins 
Select your favorite 
horse(1-7), press start 

and THEY'RE OFF! 

7 coins can be played at 
one time. 1000 tickets 
can be received! 
221/8"-571/4"-47" 


BROMLEY SALES 
136 Forest Avenue 
Lake Zurich, IL 60047 
Tel. 708 438 3834 
Fax 708 438 5254 


Corporate Office: 
Tel. 708 509 0240 
Fax 708 509 0242 


SUPEF 
ROCK ‘NW BOWL 


e Sweeper arm to clear 
playfield of coins 
automatically! 

e LED Audit board 

e Double stack ticket 
holder 

¢ Deltronic ticket 
dispenser 

e Winner every time 

¢ High grade cabinet 

¢ BSMT 2000 sound 
chip 
221/8"-571/4"-47" 





BROMLEY "Rocks, RACES AND RALLYS” WITH WINNERS 





DINO-RALLY 


¢ Kid lovin graphics! 

e Dino-mite earnings 

¢ Low ticket light 

¢ Solid State Electronics 

¢ High grade cabinet 

e Easy ticket adjustment 

¢ Automatic ticket count 
display board 

1-7 coins, pick your 
"Dino" & press start! 
7 coins can be played 
at one time! 
221/8"-571/4"-47" 


West of Mississippi 
Bulldog Amusements, inc. 
18338 Redmond Way 
Redmond, WA 98052 
Tel. 206 869 6400 
Fax 206 869 6401 


MADE IN THE U.S.A. 





Bump all the way to the bank 


ane a family outing to the local fun center, a day of 
leisurely game play, accented by a nice meal and the reward 
of fuzzy, colorful gift items. Well, maybe. 
But how about crashing into mom or dad at full speed in the 
eo Bu mper cars midst of a frenzied melee of bumper cars or enduring the tur- 
. bulent wave action in the bumper boat pool to make that last 
are Americana assault on a sibling. Now, that sounds more like it! 
5 7 Bumper boats and bumper cars have long been staples of 
just like mom amusement parks, and in recent years these rides have be- 
and Gi pple pie. oe gun to make their presence known in the emerging family 
entertainment center industry. 

“Bumper cars are Americana 
just like mom and apple pie,” 
says Marshall Gardner, presi- 
dent of Dallas-based Designs In- 
ternational, a manufacturer of 
bumper cars and other amuse- 
ment rides. “Bumper cars recall 
happy times from our youth that 
passes through to our current 
FECs.” 

Much the same can be said for 
the related attraction of bumper 
boats, which were first intro- 
duced in the middle 1970s. “It en- 
dures and continues to grow for 
one simple fact, they are a blast 
to ride,” explains Marvin Foster, 
marketing director for boat 
manufacturer J & J Amusements 
in Salem, Ore. 

However, player appeal is just 

a one factor in the equation for 

sonieer a bell pills success in the amusement business, the other being operator 
‘nn forbattie appeal from an economic standpoint. The continued pres- 
young and young at ence of bumper cars and boats in larger amusement parks 
heart at Celebration and smaller FECs indicates these rides have the necessary 

Station in Metairie. staying power. So what makes these attractions so profitable, 

and how are they best exploited in the FEC market? 


ae 





~- 


Popularity means profit 

What in fact contributes most to their success is the time- 
less appeal of bumper cars and boats. For an operator, this 
means an investment in product that will not have to be re- 
placed in the next six months or a year. 

According to J & J Amusements, a bumper boat pond oper- 
ation should gross twice the initial cost in the first year of op- 
eration. 

Arthur Grover, president of Bumper Boats Inc. which 

- makes Kiddie Bumper Boats for children under eight, said 
the new breed of entertainment centers provides a perfect 
venue for his company’s product. 

“In an FEC or a CEC, customers put in my boats and then 


Steve White 
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other rides and they find the boats are getting all the action,” 
said Grover, whose Newport, R.I., company manufactures 
complete turnkey systems—’ everything but the water’—that 
have been placed in over 5,000 locations around the world. 

One of those locations is Ralph 
Zanfagna’s Fantasyland in Seekonk, 
Mass., which he likes to describe as an 
“upscale Chuck E. Cheese.” The facili- 
ty consists of six acres, and a 35,000 
square-foot building. 

Zanfagna attests to the success of the 
kiddie boats, as well as bumper cars, in 
relation to other attractions. “The cars 
and the boats, outside of the carousel, 
are far and away the two best rides we 
have,” he said. 

Henry Gorgas, consultant manager 
for Ride Development Co. in Salem, 
Ore., said this type of response is com- 
mon from customers who have pur- 
chased his company’s bumper Cars as 
well. RDC bumper cars, formerly man- 





Bumper cars, along ufactured by another company under the name Krazy Kars, 

with boats, are the are located in 140 locations worldwide, ranging from small 
second biggest attrac- mom-and-pop operations to large parks. 

tion at Fantasyland in “RDC has seen steady growth in the market, and I expect 


Seekonk, Mass. that to continue,” Gorgas added. “I do think the market is 


growing. But to say it is growing drastically would also be an 
overstatement.” 

Ned Zwyicki, assistant director of Fun Quest at the Hilton 
in Reno, Nev., says the RDC cars in that facility attract a wide 
range of customers. 

“Real young children like it, and you also see teenagers 
and parents having a good time,” Zwyicki ex- 
plained. “It works well on a Friday night when 
we have a lot of teens in the center; on Satur- 

eelt was ve VY day when the whole family is here they can en- 
joy the ride. During birthday parties we let 
popular when parents sample the ride for free and usually 

2 find them coming back for more.” 
it was outdoor Ss. Designs International’s Marshal Gardner, 
Wh en it whose company holds the patent to the origi- 
nal Dodgem bumper car, says the cars make a 
oe ~ wise investment not only for their appeal but 

came Ins! de A t also their longevity and value. 


“Unlike a video game, amusement equipment 
reached another retains its value phenomenally,” Gardner 


3 i said. “People in the coin-op industry seem to - 
dimension 99 think rides don’t have legs. A used bumper 
car, say five to seven years old, is still worth 
$2,500. The typical return on investment is a 
year and a half. But you've got that residual backside deal.” 


What it takes to get started 

Obviously, when considering the addition of bumper cars 
or bumper boats, there are two main concerns that must be 
addressed before moving forward, space and money. 

How much space does a bumper car arena require and who 
provides the expertise in developing one? 
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In the case of Designs International, the company builds 
the stainless steel floor system on which the cars run. The 
arena runs close to $75 per square feet, and space needs fall 
between 75 and 120 square feet per car, depending upon the 
model. 

“The mid-size cars which can accommodate both children 
and adults are the hot FEC item,” Gardner said. “In an ideal 
world, you would have children and adults run separately, 
but that gets kind of expensive.” 

Along with the mid-size car, Designs International also 
sells adult and children’s cars. They run, from smallest to 
largest, between $3,200 and $4,200. 

Customers buying from RDC 
will receive layout assistance in 
developing an arena for their 
gas-, battery-, or electric-pow- 
ered cars. The cars should be 
run on a smooth surface such 
as polished concrete, steel, or 
aluminum. A set of six will cost 
between $30,000 and $55,000, 
depending upon whether they 
are gas-, battery-, or electric- 
powered, and requires approx- 
imately 600 square feet of are- 
na space. 

So what about boats? J & J’s 
Foster says that a traditional 
12-boat operation would re- 
quire a minimum of 300 square 
feet of pond space. J & J pro- 
vides kits for customers that in- 
clude the liner, filter, pumps, 
and other equipment neces- 
sary to build a pond. The small- 





Fantasyland owner est kit (60’ x 60’) costs just under $19,000, and the company’s 
Ralph Zanfagna says boats sell for $1,999 each. 
there Is always an at- “Customers have to build the pond framework them- 


tendant in the pool P 
ahaha tiddis selves,” Foster explained. “We think you can put up a 60’ x 60’ 


pond with 10 bumper boats for under $50,000.” 

cial ors For an operator of Kiddie Bumper Boats, Grover’s compa- 
ny supplies the entire system including pool, boats, and tim- 
ing system. For 12 boats a 25’ x 25’ pond is appropriate, al- 
though the company makes them to order in a range of sizes. 
Not including battery or charger, the boats have sold for as lit- 
tle as $610, and the pool costs run approximately $11 per 
square foot. 

One interesting thing to keep in mind when looking at pool 
construction, according to Steve Sharkozy of Foster Manufac- 
turing Corp. in Racine, Wis., is that just enough pool space is 
plenty. 

“If the pool exceeds the maximum square footage, some of 
the excitement of the intermixing of the boats is lost,” ex- 
plained Sharkozy, whose company manufactures boats. “The 
intent after all is to bump into other boats.” 

A third issue that must be considered in getting started is 
how many boats or cars to purchase. This requires wise deci- 
sion making on the part of an operator. Too many is a loss of 
income, but so is too few. 
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Buck Pate, president of Preston Amusements which man- 
ufactures bumper cars in Alvarado, Texas, said the philoso- 
phy of more capacity being better doesn’t always work with 
bumper cars. 

“Normally with amusement rides the more capacity a par- 
ticular ride has, the better it is,” he said. “It’s not that way with 
bumper cars because if a facility, for example, has 10 cars and 
enough traffic to normally keep eight of them operating, that 
facility is fairly efficient. But if that facility has 15 cars and only 
enough traffic for eight, it is wasting money.” 

The same dilemma exists with bumper boats, according to 
Sharkozy. “The typical or average bumper boat operations 
seem to have settled into the range of 10 or 12 boats,” he said. 
“Keeping this amount of boats should return a nice profit for 
the investment. 

“The problem normally seen as a cause of diminishing 
profit is that it will take the same amount of labor to operate 
eight boats as it will 12. Secondly, almost all operations have 
peak periods. Nobody wants 
to lose out on those surges. 
After all, those are the times 
you should be able to count 
on making your profit.” 


Safety and 
maintenance 

With any activity that in- 
volves young children, safety 
is a concern, but an attrac- 
tion that by its nature pro- 
duces crashes prompts extra 
concern. 

At Zanfagna’s Fantasyland, 
height requirements of 54” on 
the cars and 44” on the boats 
are strictly enforced, and the 
children’s boat pool is well 
monitored by attendants. 

“We have three people work- 
ing the boats: one that’s in the 
pool at all times, one starting 








It's a rare moment the boats, and one putting the kids in the boats,” he said. “We 
when the bumper also invite the parents to take off their shoes and come in the 
cars are not going pool if they want.” 
full steam at Skate- oat a 
land Playdays in Foster said J & J puts safety at the very top of its list of con- 
Omaha, Neb. cerns, and its products meet the most stringent safety re- 


quirements from across the country. 

“We have just developed a new propeller guard that has 
such a small mesh it will not ingest clothing,” Foster noted. 
“Insurance companies look at risk patterns and want to in- 
sure people with low exposure.” 

This same mindset applies to the bumper car business as 
well. 

“Everything we use meets fire protection code and electri- 
cal code,” said Gardner, adding that Designs International 
cars employ an eight position transformer. “That becomes 
significant from a safety standpoint because it allows the op- 
erator to time the ride for the specific crowd.” 

Gardner said bumper cars also require routine mainte- 
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If you’re not the Top Dog, what’s all the noise about? 





ROUTE-~-MANAGEMENT SOFTWARE 
WITH MORE BYTE THAN BARK. 


Our competition may bark louder, but is their byte 


a big ast bart Silent Partner Inc. 


Silent Partner has been the finest route-manage- 


ment software for the past eleven years. More vendors 2509 Country Club Drive © Springfield, Illinois 62704 
use our program than all of our competitors’ combined 

for the last decade. And we’re committed to being the 217 - 7 8B 7T - 4 2 3 2 

very best. FAX 217-787-4293 


Now that’s something to bark about. 
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nance in order to keep operations running smoothly. “By 
their nature, bumper cars run into each other. You have to do 
daily maintenance and keep logs that the manager signs for 
liability concerns.” 


Evolution of equipment 

While there have been some tech- 
nological changes over the years 
with both cars and boats, the aes- 
thetic look has remained the same 
for the most part and serves as part 
of the appeal. In fact; Gardner said 
his company has plans to come out 
with a replica of the original 
Dodgem bumper car in 1996. 
As for the cars, Gardner said most of 
the features of his cars, including 
rubber innertube and front-wheel 
drive, have remained from the intro- 
duction of the bumper car during 
the first half of this century until to- 
day. RPriad 
The one big change has been the 
elimination of the pole connection to 
ceiling, which has been replaced by 
a floor pickup. This allows operators 

: to take out the overhead screening 

Kiddie bumper boats, and open up the arena space. 





along with more tra- However, in recent years there have been some changes in 
ditional boats and the look of bumper cars. RDC’s cars, which were introduced 
cars, are making almost 15 years ago, sport amore upright and less enclosed 


inroads in the look than the traditional car. These too have been retooled, 
emerging family 


entertainment but again the company has stayed with what works. 

center market. “We've refined and cleaned up our product but most of 
these have been internal improvements,” said RDC’s Gorgas. 
“Cosmetically I doubt you could tell the difference.” 

While the boats are relatively new to the amusement in- 
dustry, they too have developed a traditional look that is 
mostly unchanged. 

According to Foster, the newest change to be seen with J & 
J’s boats is the recent introduction of creative color schemes 
that can be created from 250 combinations. 

Although smaller in scale than most, the Kiddie Bumper 
Boats have seen only one major change, a switch in construc- 
tion material from fiberglass to high-density plastic that al- 
lowed the company to offer lifetime factory warranties on la- 
bor, Grover said. 

“But from the first boat until today the parts have always 
been interchangeable,” he added. 


The FEC market 

One area where the industry has seen change is in the 
venues where these attractions are being located, namely in 
the growing number of FECs across the country and around 
the world. 

“There are so many new types of places discovering 
bumper boats,” Foster said. “With the FEC market, it’s been 
continually growing since it started.” 

Arthur Grover said that past years have seen bumper 
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boats explode in amusement parks and attractions. “Every 
three or four years something carries us through. Now we see 
it’s family fun centers.” 

Comments from the bumper car business mirror these 

when talking about FECs. 
“The major change in the business is the 
growth of small family fun centers,” said RDC’s 
eth ere are soma ny new Henry Gorgas. “The bumper car is ideal for an 


FEC because it appeals to all ages.” 


types of places d i scoveri ng Gardner said a number of entertainment cen- 


ters geared toward adults, such as Dave and 


hum per boats ’ With the FEC Busters, have also been looking to bumper cars 


7 Hf as an attraction. “You’re going to be seeing a 

mar Ket, its heen continua : ly real blending of rides and games in the future.” 

_ ‘ ‘ Another innovation being seen with cars and 

growing since it started.© oats in the FEC industry is moving the rides 
indoors. 

“With the recent trend of FECs, we have tried 
to incorporate our (car) systems into a situation where par- 
ents and children can enjoy the thrill of riding these cars in- 
doors,” noted Preston Amusement’s Buck Pate. 

One thing bringing the attractions indoors does is provide 
year round revenue for the operator, explained Fantasyland’s 
Zanfagna. But it also generates a curious customer appeal. 

“It was very popular when it was outdoors,” he said. “When 
it came inside it reached another dimension. We were a little 
shaky about the move at first, but it’s done twice as much 
business inside. With good supervision it works.” 

But the 
key to it all, 
according to 


Zanfagna, is 


ing the ba- Family Action Fun and 
open Added Profits! 


dealing The RDC Bumper Car is just what you've been looking for as a 
with cars or complement to your family entertainment center. 
boats or any v« Thrilling contact action -- by far the most responsive and 
type of at- fastest bumper car available. 
traction. Available in gas or electric models. 
“I Family oriented -- ages 4 to 100+ years -- exciting, quiet, 
see safe, clean, and reliable. 
them as High repeat ridership. 
something Fast payback. 
that will do Fast delivery -- in as little as 5 weeks! 
well as long RDC engineers and fun center affiliates can help you design, install, 
as there’s no and expand your family entertainment center business. 
Call or write to learn how you can increase your revenues: 
absentee = Ride Development Company: P.O. Box 13610 vx Salem OR 97309-1610 
manager, Telephone: (503) 371-9490 vx FAX: (503) 371-9517 
he said. “An - 
operator | RDC 
has to be an _ Bumper a 
operator. He , Cars!” 
has to be | 
there. 


You've got to 
get down in 
the trench- 
es.” A 





PLAY METER 121 JUNE 1995 


FAMILY ENTERTAINMENT 


Money isn t everything: 
not so in an FEC! 


Wis opened a fabulous family entertainment center. 
You invested to the hilt for the latest games, eye-popping 
decor, and a dynamite atmosphere. There are batting cages, 
bumper boats, minature golf, bumper cars, redemption, foos- 
ball, air hockey, kiddie rides, food—everything your cus- 
tomers could possibly want. 

Everything except some extra cash. Hold the presses; you 


ee “y OW G ho ut can now give them even that! How about offering your cus- 
tomers a convenient way to use their ATM cards without leav- 


offe ri n G yo ur ing your location? 
Picture this: A mom and dad visit your location with their 
CU stomers a kids. Oh, they've been to arcades before, and that’s what 
they're expecting. They bring along just enough cash to play 
CO nve | ie nt afew games. But WOW! There’s so much for everyone to do 
that soon they are out of money. Will they leave? Not on your 
life, if there’s a way for them to get more money right there at 
way to use your family fun center. We know that many people are super 
thel V ATM careful about using credit cards and maybe wouldn’t want to 
use one in an FEC, but an ATM card is another story. 
Ca rds with- Mom or dad simply goes to the Point of Sale (POS) Debit 
Terminal, runs the ATM card through it, punches in the PIN 
O ut ; eavi ng number and, bingo, the clerk gives mom her money and a re- 
ceipt. 
your loca- Sound too good to be true? It’s absolutely not says John 
McIntosh, president of Resource Link, the company offering 
ti on?e this service. “Simply put, we provide businesses with the abil- 
. ity to offer their customers a way to use their ATM bank cards 
right in the location. This is an 
on-line system that works in 
real time. The money comes di- 
rectly out of the customer’s ac- 
count and goes into the loca- 
tion's bank account. If the 
money is not in the checking ac- 
count the transaction will not 
be approved. With a credit card, 
there’s always the chance of a 
charge-back, but with ATMs 
there are no charge-backs; the 
location always gets his money.” 
By now you must be asking, 
“How can I get one?” and “How 
much will it cost?” It’s only nat- 
ural to wonder whether this 
service will really increase 
your bottom line and will it be 
worth it. 
McIntosh gives this example John Mcintosh 
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American Changer Corporation introduces: 


MORE CAPACITY THAN YOU 
WILL EVER NEED.......... 
AT THE LOWEST PRICE YOU 

WILL EVER PAY!!TTIiir! 








Standard Features OPTIONAL FEATURES 
¢ Two Coinco validators 
which keeps the $1bills 
separated from the $5, 
$10, $20’s 


¢ Quarter/Token 
acceptor 


¢ Second hopper for 2 
different value coin 

¢ The second validator payouts 
also will act aS a spare 
validator if one would 


have to be serviced 


¢ “Change” or “Token” 
scratch resistant Lexan 
fronts 

¢ Over 10,000 coin/token 
capacity ¢ Phone line hook-up for 
immediate notification of 
low coins, service 
problems or breach of 
security 


¢ 126 Bonus options for 
token payout 


¢ Measures 53” high x 
28” wide x 24” deep 





¢ Alarm System 


Shown with optional quarter acceptor 


$2995.” 






1-800-741-9840 


CALL FOR YOUR LOCAL DISTRIBUTOR 


FAMILY ENTERTAINMENT 


concerning a theme park in California: “With an average 
transaction at $27, this FEC reported over $31,000 in transac- 
tions in just one month. Would this be money they wouldn't 
have gotten otherwise? Perhaps they would have gotten a 
certain percentage, say from someone using a credit card, 
but much of it would have been lost revenue. When people 
have easy access to their own money, they will gladly spend 
it.” ae 
Now for the big question—how much will this cost the loca- 
tion? Probably not as much as you think it’s worth. There is a 
cost per transaction that goes directly to 
the network providing the service. The per 
e transaction cost for a single location will be 
i) about 40 cents. Ifa customer uses his card 
. to get say $40 cash, after giving the cus- 
WV tomer his $40 about $39.60 will be deposited 


WE ACCEPT Use Your 
ATM 


into the location’s account. The machine 
costs about $1,200. 

The FEC owner will receive a monthly ac- 
count statement on his ATM activity, similar 
to what he receives from a bank. From that 
he will be able to keep a record on his debit 
activity and gauge how effective it has been. 
The location owner has an option of setting 
up the machine “for purchase only” and not 
give cash back. If the location has more 
than one terminal, they can be set individu- 
ally. If a customer wants to pay for his 
miniature golf on his ATM card, he uses his 
ATM card just like he was getting cash out, 
but only the amount of purchase is credited 
to the location’s account. “It’s at the discre- 
tion of the location owner as to what the ma- 
chine will do,” noted McIntosh. 

While the location owner previously had to 
buy the machine (approximately $1,200), 
McIntosh tells us that the company is work- 
ing on arental or leasing program that will 

The POS Terminal allow many location owners, who may have been hesitant, to 
give it atry. “We are offering this program so location owners 
do not have to plunge in with the purchase of the terminal. 

. However, I think that most will still want to buy the unit be- 
ee He'll walk cause it will save them money in the long run. In fact, we’re 
~ working on a new terminal that will cost much less,” McIn- 
away wi th ui tosh explained. 

' We asked McIntosh if just anyone could walk in off the 
good feeling street and get money from the debit terminal and would it be 
about your a problem. “You won’t see much of that. But it could be good 
| Oc ati on.@ for business. Say someone comes into your location two or 
° three times to use the machine to get cash. The next time 
maybe he’ll spend some of that cash in the location. Or maybe 
he'll bring back his family. Either way, he’ll walk away with a 

good feeling about your location.” 
In addition to debit terminals, Resource Link also offers 
several other services. For chains the company can set upa 
private label card program to track everything from demo- 
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Special Opportunities for 
SUMMER Locations and FEC Operators 


md (sXe ge) allow eVats 





SCORE TO WIN SOCCER 


(Manufactured by Atari) 
Regular Price: $3,995.00 


NOW- 


Amusement Version: $1,995. 
Redemption Version (w/ ticket dispenser): $2,195.00 


Here is what Operators say: 


¢ “At the price, the best buy on the redemption market. A terrific way to 
complement your present redemption mix!” - Bill Beckham (Red Baron 
Arcade, Toledo, OH) 
¢ “A fun game for all age groups.”- Fred Hecox (Owner Star World 
Amusements, Kazomazoo, MI) 
¢ “Everyone loves to kick the ball,”- Eric Fox (Player, Cleveland, OH) 





0] WN) (Ol ORF 


Another great Redemption Close out 
2-Player rifle game- 100% Solid State 
A proven entertainment redemption winner 





Regular Price: $3,995.00 


$2,595.00 


(includes 2 ticket dispensers) 


CLEVELAND COIN MACHINE EXCHANGE 


17000 South Waterloo Road « Cleveland, Ohio 44110 


NOW: 


1-800-776-6699 ® Phone: 216-692-0960 ® Fax: 216-692-0085 
Write or Call for complete Equipment list "VISA SS Accepted 
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graphics and rewarding frequent buyers. Full POS equip- 
ment for theme parks and FECs is also available. This system 


Simply put, we 
provide businesses 
with the ability to 

offer their cus- 
tomers a way to 
use their ATM 


does an excellent job of integrating the front-end 
tracking and back-end reporting. This includes the 
tracking of ticketing, merchandise sales and redemp- 
tion, time and attendance, food, productivity, invento- 
ry, etc. It also includes the integration of credit and 
POS debit with a cash back option into the POS system 
as well. 

Resource Link also provides communications consult- 
ing. This includes everything from analyzing leased 
line configurations to providing digital dialed services 
such as ISDN and SW 56. Ifa location spends more than 


an hour or two a day exchanging information with cor- 
porate on voice, data, or fax the right communications 
package can save them considerable money. The FEC 
or retail environments with multiple terminals will 
see much faster credit and debit transactions on one 
phone line. 

Giving customers everything under the sun in the way of 
entertainment and then offering them a way to get money to 
do it all, what an idea. No, what a great idea! 

If you’d like more information on this service, contact Re- 
source Link, 177 Riverside Dr., Newport Beach, CA 92663; 
(714) 646-4587. & 


bank cards right 
in the location.® 


Make Your Best Games Even Better ! 


Upgrade Kits are Now Available for Fl 
your Model “S” Skee-Ball Alleys! Be ia ae a 
Single Ball System: Eliminate down time caused by having less ONS ) ll 
than 9 balls in your alleys by installing the new single ball system. 
It allows the Skee-Ball Alley to operate with as little as one ball! 





J&J BUMPER BOATS MAKE MONEY! 
Many operators report double return on investment first year. 
Marine Engineered. Experienced, with over 25 years selling, 
Servicing and developing this design. Over 8000 sold world- 
wide. 256 color combinations available at no additional cost. 
Honda Motor rotates 360 degrees. Above and below ground 
pond kits available. We assist pond design. Call for details. 


mS | Gmasements, Inc. 


A Corporation of Oregon 


2315 Pringle Road SE #P = 800 854 3140 
Salem OR 97302 USA 


LED Display Kits: Save time and money while creating a more 
attractive display. The new LED display will last for hundreds of 
thousands of hours and will cut power consumption of the display 
by seventy-five percent. 


Contact Skee-Ball, Inc. for more information! 


121 Liberty Lane, Chalfont, PA 18914 USA 
(215) 997-8900 fax: (215) 997-8982 





903 363 7533 
FAX 503 363 7885 
PLAY METER 


126 JUNE 1995 


FAMILY ENTERTAINMENT 








Fun centers bring more 
than games to the table 


Dice is an old saying, “The 
way to a man’s heart is 
through his stomach.” Could 
it be that the way to a cost- 
conscious customer's heart is 
through reasonably priced, 
quality food? You bet your 
pepperoni it is. 

Call it one-stop shopping: 
entertainment and lunch or 
dinner in the same spot. To- 
day's busy parents want to 
make the most of time spent 
as a family, and that includes 
convenience elements such 
as good food served up witha 
smile at a family fun center. 

According to Marshall 
Gardner, president of ride 
and game manufacturer De- 
signs International of Dallas, 
there are three main ingredi- 
ents to a successful family en- 
tertainment center. Along 
with the right mix of redemp- 
tion and video games (be- 
tween 80 and 120 total), and 
three to five ride attractions, 
great food is a must. 

In crafting this mix, Gard- 
ner says he is seeing a good 
number of traditional opera- 
tors going into partnership 
with pizza parlors or other 
types of fast food restaurants. 
“This seems to be a success- 

ful combination,” he explains. “If you can tie up with a Mc- 
Donald’s or a major pizza chain, you’re talking about drop- 
dead heavy numbers.” 

The name of the game is to attract the whole family and 
make it advantageous to stay on the premises. One way is to 
offer one of the most popular convenience foods today: pizza. 
It rivals hamburgers as the food of choice when children ex- 
press their wishes. 

Pizza is flexible; it can be tailored to dietary constraints. 
; Vegetarians may still enjoy a hefty, meatless slice that’s piled 
Bonnie Theard high with wholesome offerings. There is no limit to the top- 
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to attract peop 
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that keer 
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WE ARE PROUD TO ANNOUNCE 
OUR NEW 1995 AMUSEMENT PARTS 
AND BILLIARD SUPPLIES 
CATALOG IS NOW AVAILABLE! 
PLEASE CALL, FAX OR WRITE 
FOR YOUR COPY! 








RIVER RD. ¢ BLDG.#5 * P.O. BOX 1645 « TULLYTOWN, PA 19007 
(215) 547-7520 » (800) 562-7283 » FAX (215) 547-7577 
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Trade associations know the score 





W. asked the industry’s associations their views on the family 
entertainment center segment of the amusement industry. They all 
had definite views and some valuable insight. 


Carole i ol an et er The family entertainment center (FEC) business, which 


: ‘ Entrepreneur magazine listed for the past two years as 
Executive Director one of the hottest opportunities for entrepreneurs, is 

Int'l Family Entertainment seeing sone Seo shakeouts. bees . 
« mm det any of those who went into it without doing their 
Center Association homework, without controlling costs, and without know- 
ing the business are closing up or selling out—cheap. 
They believed, “If we build it, they will come.” The fact is that it is a 
complicated business and any one element done wrong can prove 

fatal. 

The elements of a FEC have been around for a long time, but the 
grouping of these elements into an entity called a “family entertain- 
ment center” is relatively new. Many of the early ones evolved out of 
a single element like a miniature golf course or a go-kart track, for 
example, as owners sought to increase the time and money their 
customers spent at the facility. 

In addition, pinball games had been around for years, but anew 
element—video games—made arcades the hot entertainment 
venues. Kids raised with television and computers flocked to play re- 
demption, long known on the Jersey Shore as a traffic builder, now 
one of the top three money makers in any FEC. 

These new FECs were successful, quite often because they were in 
the right location and got some of the elements right. The initial in- 
vestment was modest. There was a margin for error because compe- 
tition was minimal. If they found a good location and did some de- 
cent marketing and operating, they had a pretty good chance for 
success, even though they were learning as they went along. It was 
possible to make some mistakes and still return a reasonable profit. 

FECs were, and still are, the right idea for the times. As demo- 
graphics changed, with more and more single parents and both par- 
ents as wage earners, time became as important as money for these 
families. The FEC, conveniently located and affordable, offered 
clean, wholesome family entertainment at a fraction of the cost— 
both in time and in money—of the big theme parks. 

Instead of one big journey to a destination theme park, or in addi- 
tion to that annual visit, families made many trips to the local FEC 
for a round of miniature golf, a few turns on the go-kart track, a ride 
on the bumper cars, a dozen tokens in the arcade, a hot dog, a drink, 
and home in time to mow the grass before dark! 

As the business became more visible, investors and entrepre- 
neurs got interested. Competition increased. Corporate entities saw 
the potential and came in with big bucks. This didn’t necessarily in- 
sure they’d get it right, however. So now as the FEC business starts to 
mature, one might say it’s now in its adolescence. It’s an awkward 
time, sometimes painful. A significant number have had to face the 
mistakes they made and are selling out, often for pennies on the dol- 
lar. 

As in any industry, some businesses are profitable, some are mar- 
ginal, and some are failing. Those FECs that are failing are providing 
an opportunity for someone else to pick up a bargain and turn it into 
a profitable location. 

Just defining the meaning of family entertainment center can be 
a challenge, even for those who have been in the business for years. 
It seems to depend on who you ask. 
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The IFECA faced just that basic charge when its strategic plan- 
ning committee met in February. A good deal of the time and effort 
was put forth just to define an FEC. For IFECA’s purposes, the defini- 
tion reads: “A unique environment of recreational amusements with 
family appeal that attracts a local base of visitors.” It was further not- 
ed that to be classified as an FEC, a facility typically includes two or 
more amusement elements. 

In general, IFECA wants to be inclusive—to provide service to 
those owners and operators already in the business and to those who 
are investigating the opportunity. “We have an obligation to provide 
accurate information and to point out opportunities to learn about 
this business before newcomers dive in prematurely with an unwise 
investment,” said IFECA president Joey Herd. 

There are many successful operations out there. The chances are 
their success was no accident. They knew the market and chose 
their location wisely with knowledge of the demographics probably 
from a well-done feasibility study that they evaluated carefully. They 
invested wisely and kept development costs under control. They in- 
cluded elements to appeal to all the age groups in the family, and 
adapted those elements to keep the entertainment experience fresh 
and to respond to the changing demographics in their market. They 
had the necessary capital to market effectively. They paid attention 
to operations, safety, and customer service. They are constantly 
learning, updating, adapting. 

Pat Esgate, president of Esgate & Associates, a consulting firm in 
New York, said that indeed, there is still room for growth in the in- 
a dustry “because no one has gotten it right yet. They need to provide 

John Graff play and recreation opportunities for all age groups, including 
adults,” she said. Especially in the children’s entertainment centers 
(CEC), Esgate noted. The age frame for these soft play centers tends 
to be too narrowly focused on the six through nine age group. 

Steve Guinn, an operating partner of X-Site Entertainment Cen- 
ters, represents the new breed of entrepreneurial FEC investor. He 
came from an investment banking background, specializing in small 
businesses. After investigating the business for five or six months, he 
and his partners decided to go forward and build their first FEC in 
Memphis. It opened in June 1994. 

They liked the fact that FECs are non-inventory related and a cash 
business. Their concept is indoor, thereby minimizing the weather 
factor. Guinn and his partners bring a business perspective with 
careful consideration of location and investment. They went to 
school on the entertainment aspects, learning by attending Fun 
Expo and networking with other operators and suppliers. They plan 
to open their second facility in Little Rock, Ark., this summer. 

Guinn said he believes there is still room for growth, but said that 
some areas of the country are virtually saturated now. “If you have 
the right location and the right concept, you can still succeed in this 
business,” he said. “But a lot of people are making mistakes.” 

Shane Huish, director of design and new development for Huish 
Family Fun Centers and Bullwinkle’s’s restaurant, said his company 
finds that area for growth now is not in building, but in acquisitions. 
“But only if the location is right,” he noted. “If they build it in the 
wrong place, nothing will make it successful.” Huish said they are 
finding opportunities to purchase FECs that were not successful be- 
cause the initial investment was too great to allow a profit. 

Remembering a similar situation in theme parks a number of 
years ago, Huish commented that FECs are going through a compa- 
rable transition now. Much as Six Flags and Kings Entertainment 
came in to purchase floundering amusement parks, established FEC 
operations are finding bargains in failing FECs. 

“I discourage people who want to get into this business,” Huish ex- 
plained, “particularly in our area (California), where they are build- 
ing too close. They can’t come in and compete with the chains.” 

Huish added that novices have gone in with investments of $6 mil- 
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lion or more and still found themselves unable to service the debt. 
“They aren't prepared for the repair and maintenance. They aren’t 
prepared for a stretch of bad weather. The next thing they know, they 
can't even meet payroll,” Huish explained. A further consideration 
is the need to constantly update the facility, to keep it fresh and at- 
tractive. “We don’t have to add a major new attraction every year or 
so like the theme parks, but we do have to add something new every 
three or four years,” he advised. Huish’s family pioneered the FEC 
business nearly 30 years ago. 

Terry Weerts heads the Celebration Station division of Whiteco In- 
dustries. He agreed with Esgate that the concept, especially in the 
CECs, has been too narrow in terms of age group appeal. “Kids love 
it at first, then they get bored,” he affirmed. “Many times the fatal 
mistake is simply that the lease is too expensive. We bought our own 
real estate at distressed prices.” Weerts’ company’s long experience 
in the hotel business helped them make business decisions on real 
estate acquisitions and development costs. 

“You never want to build it and say I’ve got it right,” Weerts added. 
“You have to be constantly changing. Weerts and the other success- 
ful operators all stress the need to operate like a business. Celebra- 
tion Station divides its business into guest service, safety, financial, 
operations/systems, marketing, development, and administration. 

Thomas F. Fricke, an attorney specializing in issues important to 
FECs, said he is constantly surprised to find people started an FEC 
with all the attendant investment, without fully understanding the 
legal aspects, even to the most basic—the local zoning ordinances! 
He said he has often assisted FECs in obtaining discretionary ap- 
provals from planning commissions, variances from zoning restric- 
tions, and relief from redemption prohibitions. He makes the point 
that this is another area where the unwary can encounter unpleas- 
ant and costly surprises. 

At IFECA, we like to say “If you're in fun for the business of it, we’re 
here to help.” Those who get into it without realizing that it can only 
work if very sound business principles are followed are most certain- 
ly doomed to fail. But, to end on a positive note, those who do under- 
stand that and approach it in a business-like way, can have a heck of 
a lot of fun and make a very nice return on investment. 


Few entertainment concepts have won widespread 
Joh n Graff public approval and proved their viability so quickly as 
Int'l Association Of family entertainment centers. 

Amusement Parks & Attractions In the course of a very short time span—four or five 
years—this form of amusement facility has devalued ini- 
tial skepticism about the financial viability of such cen- 

ters and reached the point where FECs are rapidly expanding in al- 
most every part of the world. 

FECs can be found in the Asian Pacific, both Americas, Europe, 
the former Eastern bloc of nations, and Africa. At the recent amuse- 
ment industry exhibition in Dubai the biggest single group of visitors 
were persons exploring the possibility of building more FECs in the 
area. 

At the same time, those looking to get into the FEC business have 
grown to 42 percent of the park and attraction membership of the 
IAAPA and are making an increasing claim on the member service 
resources of the association. 

Thirty-three percent of IAAPA’s total convention workshop ses- 
sions will be devoted specifically to topics requested by the 
FEC/miniature golf committee. 

The strength of the concept is rooted in three things: necessity, 
convenience, and wholesomeness. Changing sociological and demo- 
graphic patterns in many parts of the world called for a solution to 
the problem of the diminishing quantity of time available for recre- 
ation and entertainment. 

Single parent families and families in which both parents work 
outside of the home have less time for fun. Weekends and holidays 
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Don Perkins 


which once could be spent almost exclusively in pleasure and 
leisure, must now be given over, at least in part, to attending to 
household tasks that used to be performed during the week by the 
parent remaining in the home. 

For many, the long trip vacation and even the whole day away 
from home for recreation has given way to many trips of much short- 
er duration to places of entertainment and amusement. 

The FEC meets that need. Such centers are often more conve- 
nient because of their closer proximity to the home and because of 
the greater number of such facilities that are apt to be found in a 
metropolitan area. 

Such centers are often located in shopping ares so that the family 
‘business’ of shopping can be coupled with a brief period of relax- 
ation and fun. 

The success of the centers is also due in no small measure to the 
fact that they, like their cousins the larger amusements parks, offer 
and encourage wholesome family or group fun. The FEC offers more 
interactive, as opposed to passive, forms of amusement. 

These features of the FEC probably assure that it will remain vi- 
able for some time. That the initial skepticism about viability has 
been overcome does not mean, however, that success is guaranteed. 
The factors which make the concept work also dictate that FECs be 
located on what is often high-priced real estate. 

It takes careful planning and clever marketing to make it work. 
Expert advice is a commodity well worth seeking out. A good many 
projects have had trouble, or failed, for want of adequate research, 
smart planning, and prudent management. 

We are increasingly importuned by our members for more good 
data and information about the operation of FECs. It is important 
that information such as that found in the FEC survey, be available. 
To be available for everyone's benefit, operators must be willing to 
share the information. 

It will be a challenge to the industry to maintain the currently high 
standards of FECs. There are available in the video and games mar- 
ketplace products which appeal to prurient and aggressive/destruc- 
tive instincts. As was unfortunately too often the case with arcades 
in the past, FECs could, without good management and supervision, 
become gathering places for miscreants. 

Resorting to the use of such products or the failure to protect the 
image of the facility will, over time, undermine one of the founda- 
tions of the industry referred to above—the wholesomeness so ap- 
pealing to those looking for places to spend their limited and valu- 
able family togetherness time. 

The best assurance that such will not happen to any appreciable 
degree may lie in the very fact of the strength and appeal of the FEC 
market. Competition should serve to police the standards of the 
market, just as it has in the amusement park industry. Today, any 
amusement park that does not adhere to at least the minimum in- 
dustry-wide standard of cleanliness, order, and pleasing ambience 
will soon be out of business. 

What's happening now to the growth and development of the FEC 
market promises to infuse the entire amusement industry—facili- 
ties and suppliers—with a new vitality. (This commentary appeared 
in the May issue of InterGame magazine.) 


Don Perkins Having been in the roller skating industry for over 25 


years, I certainly have seen quite a few changes in our fa- 


Roller Skating Associations | cilities. Roller skating has been around for over 130 years 
Convention Plannerand and its appeal as both a great form of exercise coupled 


rink operator with the entertainment aspects have much to do with its 


longevity. 

With the advent of the FECs in the last few years many 
operators became curious as to where that industry was headed and 
what effect it would have on the roller skating centers. I have been a 
long-time member of the Roller Skating Associations, our national 
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trade association, and I felt that our organization would keep us 
abreast of this new phenomenon called family entertainment cen- 
ters. 

And the RSA did, in fact, keep its members in tune with changes 
by bringing in prominent experts in the field to speak at our national 
convention, as well as new exhibitors from the FEC market at our na- 
tional trade show. Timely news articles in our publications update us 
on new ideas in the amusement industry. The RSA has been around 
for 58 years and has been a leader in educating its members. 

Throughout the past couple of years, operators have visited new 
FECs and attended the amusement industry trade shows. Many 
skating center operators decided they needed to enhance their fa- 
cilities to generate new sales. They have looked for new profit cen- 
ters to compliment the large customer base they already had. Oper- 
ators have found that once a customer has come to skate, he will 
spend additional money on other elements. Skating centers have 
added new snack bar items, laser tag, soft play, novelty, and redemp- 
tion counters. 

Quite a few have expanded their arcades and now include many 
redemption games, which have been the largest addition to the skat- 
ing centers for a few reasons: one, the price is relatively reasonable 
to purchase them (compared to go-kart tracks, etc.); two, they do not 
utilize vast amounts of space; and three, the revenue generated from 
repeat play has raised the per capita spending quite a bit. 

In addition, redemption games have added excitement to the fa- 
cilities. Other skating center operators have added audio-anima- 
tion, minigolf, water slides, and go-kart tracks. Some have even built 
complete FECs onto their skating centers. But one thing remains 
constant with all of the roller skating operators: they are roller skat- 
ing centers first. 

These rinks are the anchors with other elements added to en- 
hance them, unlike an FEC that may add a small roller skating area 
as just another element to the facilities. For the roller skating center 
operator the changes have been a huge success with many facilities 
doing record numbers of birthday parties and group sales. 


Fred Newton As an Oren ee pri ae comprised of owners/op- 
: . erators of commercial amusement, music, entertain- 
Communications Manager ment, and vending equipment, the AMOA finds family 
Amusement and Music Operators entertainment centers to be a natural demographic 
inti trend in the location mix. 

Association The baby boom generation are now parents. These par- 
ents, with their busy lifestyles, are seeking wholesome 

entertainment for their families and FECs fulfill this growing need. 

Larger in size than the traditional location, FECs offer a more di- 
verse product mix—a mix our membership can fill as either com- 
mercial entertainment equipment suppliers or as exclusive owners 
of these locations. 

The FEC trend will, naturally, continue as long as there is con- 
sumer demand or until the market is saturated. 

Interestingly, as sponsor of the industry’s oldest annual interna- 
tional trade show, our challenge has been to market the show to the 
widest possible audience of both manufacturers of equipment found 
in FECs, to FEC owners/managers, and to owners of commercial 
equipment supplied to FECs. 

There are natural synergies between AMOA and FECs that we 
have capitalized on in our marketing efforts. One example of this is 
to adopt more all-encompassing ‘90s buzzwords. We serve not only 
the coin-operated amusement, music, and vending industry; we 
serve the commercial amusement, music, entertainment, and vend- 
ing industry. Our product base is the same. How we market our- 
selves is the difference. 

We are, for the first time, also developing programs to specifically 
target the FEC market. This includes more effort in promoting the 
show in FEC-targeted trade publications as well as international 
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publications. After all, not only are we a United States-based show 
but we're in a global market. 

At Expo ‘95 this fall in New Orleans, we are offering educational 
seminars geared specifically to the FEC market. Educational semi- 
nars have always been an integral part of our show. They are always 
free to registered attendees. This year several will be targeted—and 
promoted—to the FEC market. 

AMOA and its membership have always been in tune with the 
marketplace. In recent years cranes, darts, and redemption have 
been the trends. These products and trends in “location types” have 
evolved from what they were five, 10, or 20 years ago. FECs are a wel- 
come and natural part of this evolution. 


Rebecca Ellis The increasing importance of family entertainment 


centers on the marketplace is evident in two major 


Deputy Director AAMA program areas: tradeshows and membership. 


American Amusement Machine _ Testimony to the expanding market of FECs is AAMA’s 
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Association ¢xpansion of member categories to include associate 


memberships. 

Associate memberships include firms which develop, manufac- 
ture, distribute, sell, produce, or assemble equipment used in FECs, 
theme parks, or similar forms of amusement business. 

AAMA has been responsive through the growth of education pro- 
grams at both domestic and international tradeshows. In all sponsored 
trade shows, redemption is a major part of the education program. 

At ACME in March in Reno, there was an increasing number of 
seminar topics designed to meet segment needs. These included 
“Redemption Profitability A-Z, Not Forgetting Your Customer Ser- 
vice;” “Will This Center Survive in Your Market?;” “Fun With Mer- 
chandising Promotions and Merchandising Redemption on a Retail 
Level,” and “If It’s Not Broke, It May Still Need Fixing.” 

In addition, for the third year ACME ‘95 featured an operators’ 
field trip to local locations, which included FECs. Plans for next 
years ACME activities are already underway and will be an- 
nounced at a later date. 

At the Asian Amusement Expo (AAE) in Hong Kong June 7-8, 
once again the seminar content reflects the increased focus on the 
area of FECs. Seminars planned for the Hong Kong show include 
“What is Redemption?;” “Opportunities in Redemption;” and “Lay- 
out and Composition of FECs.” 

AAMaA is also finalizing plans for seminar topics for EXIME in 
Mexico City, July 19-20. A 
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From left: Tony and Dennis Tessmer of 
First Choice in Denver, Colo., with NSM's 
fun-loving Helga Kleinschmidt. 
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The NSM gang cutting the ribbon, (I-r): Bill 
Jenner, Dr. Thomas Kuhl, board chairman 
Ulrich Schulze, and senior vice president 

John Margold. 





NSM's Dave Drouillard with Tom Dunn of 
Amusement Sales in Marietta, Ga. 





From left: Tony Yula of Mondial, NSM's 
John Margold, Bruce Sarkisian and 
Richard Sarkisian, both of Mondial, and 
NSM president Peter Kuhn. 
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NSM comes to America with 
its new jukebox factory 





It was not the most recent Ed- 
die Murphy movie. Nor was it a 


celebration of Christopher 
Columbus’ historic voyage to 
the New World. 

But NSM’s Coming to Ameri- 
ca tour, held in the Charlotte, 
N.C., area on May 4-7, was in all 
ways a tribute to the German 
jukebox manufacturer’s com- 
mitment to the coin-op industry 
in the United States. 

The event was held to unveil 
for NSM distributors the compa- 
ny’s new factory in Gastonia, 
N.C., located just outside of 
Charlotte. 

“Today represents the ulti- 
mate commitment to the United 
States market by having a facto- 
ry here,” NSM-America’s John 
Margold told distributors at the 
ribbon cutting ceremony. 

Although the Gastonia facili- 
ty has been producing a small 
number of Solid Gold jukeboxes 
since November, it has now 
come fully on-line with the pro- 
duction of one of NSM’s four 
new products, Digital Thunder, 
unveiled there for the first time. 

Digital Thunder brings to the 
market all of the state-of-the-art 
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technology for which NSM box- 
es are known, packaged in an 
eye-catching format. New aes- 
thetic features include a blue 
and silver color scheme with a 
rotating CD above the title dis- 
play, colored lights, illuminated 
speaker grills, and a center 
glass that lets customers watch 
the changer as it works. 

“When this is in a tavern it will 
convey a powerful feeling,” said 
Margold, whose promotion to 
senior vice president was also 
announced in Charlotte. “With 
hindsight, it was a mistake to re- 
move the digital mechanism.” 

NSM’s new changer is a key 
element, not only in the Digital 
Thunder but also in the three 
other new products: the Digital 
Thunder wallbox, the Performer 
Grand 2000, and the Performer 
Wall 2000. 

Dr. Thomas Kuhl, who super- 
vises technological develop- 
ments at the company’s head- 
quarters in Germany, explained 
that the new changer takes be- 
tween one and two seconds 
from start to finish. “It’s the 
fastest changer in the world,” 
Kuhl added. 

The technology was devel- 
oped, according to Kuhl, 
through the company’s work 
with computer CD-ROM juke- 
boxes in Europe, which are ac- 
tually information sales systems 
as opposed to music vendors. 

Production of the Digital 
Thunder is already underway at 
the Gastonia plant, and NSM 
hopes to begin sourcing more of 
its parts for the operation from 
this country. “The more we can 
buy in the states, the better,” 
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said Margold. “That’s our goal.” 

NSM’s plans for the future in- 
clude other product being man- 
ufactured in this country as 
well, according to chairman of 
the board Ulrich Schulze. “It’s 
very important for us to produce 
more here in the United States,” 
he said. 

Schulze also praised the new 
facility and its staff of 14 employ- 
ees. “For NSM, music is one of 
the key activities that will bring 
us forward. You are achieving 
the same quality standards that 
we are in Germany.” 

But getting to this point was 
no easy task, according to mem- 
bers of the NSM staff who were 
involved in developing and 
bringing the factory to fruition. 
Kuhl said that NSM America’s 
Bill Jenner, who will head up the 
plant, conducted exhaustive re- 
search in the process of choos- 
ing a location for the American 
facility. 

“With the NAFTA agreement 
in place we decided to have our 
own facility in the United 
States,” Kuhl said. “The eco- 
nomics here (in the Charlotte 
area) are good.” 

The criteria on which the 
choice was made included the 
availability of affordable prop- 
erty, a central location in rela- 
tion to the company’s distribu- 
tors, international airport 
facilities, the availability of a 
skilled labor force, a good edu- 
cational system, and little union 
influence in the area. 

Jenner said the benchmark 
for quality has already been set 
by the company’s manufactur- 
ing facility in Germany. “We feel 
we ve proven a point that the 
American workforce can be just 
as good as the Germans,” he 
said. 

A strategy for 
the future 

With firsthand knowledge of 
the quality that goes into NSM’s 
manufacturing process, distrib- 
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utors were then ready for the 
second half of the Coming to 
America tour, which focused on 
marketing strategies for the 
company’s new jukeboxes. 

“This is the moment of at- 
tack,” said NSM president Peter 
Kuhn. “We have a stable market 
so if we want to grow we have to 
take it away from our competi- 
tion.” 

Part of that growth will re- 
quire looking at a location’s en- 
tertainment as a whole, and 
bringing that insight to bear on 
jukebox promotions. 

NSM marketing director 
John Tracy presented distribu- 
tors with a preview of some of 
the marketing strategies the 
company currently is develop- 
ing. The include small placards 
with humorous attention get- 
ters meant to generate interest 
in the jukebox and even orga- 
nizing contests on location be- 
tween fans of different musical 
styles. 

Another concept being 
looked at is pre-programming 
comical voice messages that 
would go along with certain 
tracks. “Playing a certain track 
will get you a certain insult for 
instance,” Tracy explained. “It’s 
going to get them up to that box 
and maybe putting some money 
in there that would not other- 
wise have been spent.” 

Distributors got another peek 
into the future when Birgit Weis- 
brod, NSM product manager 
from Germany, gave an 
overview of the company’s new 
media management system, the 
M-4. 

The M-4, which stands for 
multimedia music machine, in- 
cludes a VHS control unit with 
three VCRs and achanger, a TV 
monitor, speakers, and a ‘50s- 
style wallbox. This system would 
allow location owners to have 
control over all aspects of enter- 
tainment, including video, au- 
dio, and even ambient stills to 
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be displayed on the monitor. 

Customers would be able to 
choose from both musical and 
video selections, and the flexi- 
bility offered to the location 
owners would prevent conflict 
between video and audio enter- 
tainment, present advertising 
opportunities, and allow zoning 
of different forms of entertain- 
ment within the establishment. 
The system is currently being 
tested in 20 tavern locations in 
England. 

“It will be like a DJ in a disco 
saying, What song should I play 
to keep the atmosphere high?’” 
explained Weisbrod. 

“The operator who under- 
stands the business of entertain- 
ment is the only one who will 
survive in this revolution and 
something like M-4 can help,” 
added Margold. “Rather than 
reruns of I Love Lucy’ we'll use 
that monitor to promote your 
business.” 

Also discussed during the 
session was a debit card reader 
being developed for the juke- 
boxes, which could be used in 
conjunction with a club service 
that gives bonuses to regular 
customers. 

“All of these elements are de- 
signed to help your locations in- 
crease their earnings and sur- 
vive,” said Tracy. 

Margold said this marketing 
push comes at a time when the 
NSM product line is at top form. 
In addition to the Digital Thun- 
der, the company has brought 
back the Performer Grand se- 
ries, an industry favorite back 
by popular demand. 

Along with these two floor 
models the company has devel- 
oped two new wall units, witha 
third to hopefully hit the market 
in the fall. They are the Digital 
Thunder Wall with many of the 
same style features as the floor 
model, the Performer Wall 2000 
with a hyperbeam laser system 
and a “Music” sign, and the 
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Emerald Ice wallbox expected 
to be finished by AMOA ‘95. 

“Our sales in wallboxes con- 
tinue to grow; it surprises us,” 
said Margold. “I think our com- 
petition bringing out a wallbox 
generates attention for us.” 

All work and 
some play 

Even though the Coming to 
America tour was all about 
more aggressively pursuing the 
business at hand for jukebox 
distributors, it was not without 
its lighter moments. 

In recognition of the cross na- 
tional nature of NSM’s opera- 
tions, distributors were treated 
to German music, food, and 
beer as they toured the Gasto- 
nia factory. 

They also enjoyed live music 
and a banquet that evening 
when awards were given by the 
company to its distributors. 
Winning meritorious service 
awards for outstanding cus- 
tomer support were Laniel Au- 
tomatic, Cleveland Coin, Sun- 
belt Amusement, and C.A. 
Robinson. 

Fleetwood Distributing went 
home with the honor for out- 
standing first-year sales perfor- 
mance, and Canadian Amuse- 
ment Game Supply was given 
an award for outstanding efforts 
in marketing NSM jukeboxes. 

The international distributor 
of the year award went to James 
Industries, and NSM’s distribu- 
tor of the year was Mondial Dis- 
tributing. 

Following Saturday’s busi- 
ness meeting golfers teed it up 
at the Charlotte Golf Links, 
while others had their choice of 
several theme tours of the area. 

The final event was a farewell 
dinner held Saturday night in 
the Omni Hotel, which also host- 
ed all the guests and the busi- 
ness meeting for NSM’s Coming 
to America tour. A 
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Accepting his award from Alicia Sadoff (1) 
and Dave Drouillard is Ira Bettleman (r) of 
C.A. Robinson. 





Showing off Digital Thunder are part of 
NSM's German contingent, Dr. Thomas 
Kuhl and Birgit Weisbrod. 
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Alicia Sadoff Of NSM presents the award 
for outstanding efforts in marketing to 
Brad Weiss of Canadian Amusement Sup- 
ply. 








Richard Impeduglia and Mike Moss of 
NSM work on the front panels of a Digital 
Thunder jukebox at the Gastonia factory. 
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James Industries was named NSM inter- 
national distributor of the year, (I-r): 
Daniel Villa Alvarez of NSM and James In- 
dustries’ Aldo Andreu and John Blouin. 





Dave Patterson (r) of SunBelt Amuse- 
ment accepts one of the NSM awards for 
outstanding customer support from Ali- 
cia Sadoff and Dave Drouillard. 





to relax with German music and food pri- 
or to touring the new factory in Gasto- 
nia. 





From left: Alicia Sadoff and Dave Drouil- 
lard, both of NSM, and Jean Coutu and 
Mark Raymond, both of Laniel Automatic, 
with their award for outstanding cus- 
tomer service. 
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Smokin’ Token Scores! 


Company president Ed Seidel (seated) and Jay Mertens of the cabinet department with 


the Smokin’ Token rotating wheel. 
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While Seidel Amusement Ma- 
chine Co. rides high with the 
successful Smokin’ Token, the 
questions that come to mind for 
this longtime roll-down game 
manufacturer are: Why a coin 
drop game? Why now? 

The creative seed was always 





there with Ed Seidel, president 
of the Albuquerque, N.M.-based 
company that has enjoyed a 
string of popular roll-down 
games that include Lite-A-Line, 
Pokereno, Twenty-One, Apple 
Jack, Quackers, and Dino Roll. 

“For 30 years we made roll 
down games,’ says Seidel. “All 
of a sudden everyone else was 
making them, and the market 
became saturated. I had an idea 
for something new, a perfect or 
near-perfect game that would 
be both successful for the oper- 
ator and enjoyable for the cus- 
tomer. I also wanted a game that 
was simple and easy to under- 
stand, yet had some live action 
and animation to it.” 

His roots in the business go 
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back to 1943 when he was just a 
kid operating redemption 
games with his parents on the 
New York seashore. His dad, 
Julius Seidel, worked for the 
National Skee Ball Co. in Coney 
Island back in the late 1920's, 
and built the first 14-foot Skee 
Ball games (downsized from the 
original 36-foot model). 

Shortly after IAAPA ‘93, Sei- 
del experimented with several 
concepts and drew on his many 
years of experience in the re- 
demption field. Smokin’ Token 
is the culmination of his labor. 

Says Ed, “The customer today, 
or at least the young people, 
want instant gratification. That’s 
what we've been told by the op- 
erators.” A fast-action game de- 
livers that immediate reward. 

Adds Phyllis Seidel, vice 
president of the company: 
“There’s a fast pace to maintain 
in these coin drop-type games. 
With a roll-down people seek 
value for their money and ata 
slower pace.” 

The new Smokin’ Token is a 
game that asks players to dropa 
token on an inclined ramp simi- 
lar to askijump, where it gains 
momentum and then flies 
through the air towards various 
size target openings on a rotat- 
ing wheel. Coin drops must be 
timed in a manner to maximize 
winnings. 

Characters on the playfield 
and backglass are actually to- 
kens with different characteris- 
tics, such as crazy hair and sun 
shades. They talk to the player, 
delivering a happy “Yippee! Ya- 
hoo!” or “Yeehaw!” A music box 
and various game sounds are 
present in the attract mode, and 
the sounds of an old-time me- 
chanical cash register are 
heard as tickets are dispensed. 

As far as the Seidels were 
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concerned, when they explored 
new game concepts in early 
1994 the whole industry was flat. 
They weren't the only ones who 
felt that way. 

“Right now we're looking at 
the industry with rose-colored 


glasses because we have 
a hit game,” notes Phyl- 
lis. 

Sales on the interna- 
tional level have grown 
steadily over the past 
four to five years. Inter- 
national markets are 
prime areas for ship- 
ments of Smokin’ Token. 

The game will soon be 
U.L. listed, a require- 
ment for many large op- 
erators. As Ed explains, 
“We've already had the 
inspection and the game 
has been approved. We 
are working out the final 
details.” 

The company turned heads at 
the recent ACME ‘95 by filling its 
entire booth with only Smokin’ 
Token games and no other titles 
from the company’s lineup. The 
sparkling white cabinets, car- 
toon graphics, and whimsical 
sounds captured everyone's at- 
tention. 
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Says Phyllis, “For many years 
Ed has made the same type of 
equipment. People at the show 
are familiar with the kind of 
product we've always made. 
When we decided to go with 
something totally different, we 


Perey ss 


“4 =, eee Pie 
a et a" - ee ay a 
aes in a se ~~ 


felt we should put our entire fo- 
cus on that new product.” 

The color of the cabinet is a 
far cry from the recently popu- 
lar black, turquoise, purple, or 
pink cabinets on other redemp- 
tion equipment. “We've had 
tremendous response to the 
white cabinet,” explains Phyllis. 
“It’s very eye-catching. When 
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The Albuquerque, N.M., headquarters of Seidel Amusement 
Machine Co. 





Master cabinet maker Charlie Stacel (I). 


you walk into an arcade, it real- 
ly stands out. We wanted some- 
thing unique, especially with the 
ski slope theme.” 

The name of the game came 
from the artist who designed the 
graphics. It was an off-the-wall 
comment made after he 
reflected on the token 
Characters and_ the 
speed of the game. 

While interest is natural- 
ly focused on Smokin’ 
Token, Seidel’s stable of 
roll-down games contin- 
ue to do well. Lite-A-Line 
in particular has been a 
leader in company sales. 
According to Phyllis, it’s 
still a top money-maker 
for operators, reminis- 
cent of the Kellogg’s 
Corn Flakes commercial 
that states: “Discover 
them again, for the first 
time.” All Seidel roll-downs fit 
into the tried-and-true category. 

Seidel is in the enviable posi- 
tion of adding to its current staff 
of 20 employees to fill the de- 
mand for Smokin’ Token. The 
company occupies a_ 13,000- 
square-foot facility that is en- 
tirely self-contained, including 
sales, engineering, and cabinet 
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Supervisor Charity Halstead (I) in the elec- 
tronics assembly department. 


making departments. 

Smokin’ Token is manufac- 
tured using the same care and 
all-plywood construction as the 
company’s other games. “No 


matter what we ve made, we’ve 
never sacrificed the quality,” as- 
serts Ed. 

After decades of producing 
redemption equipment, how do 
the Seidels view the current 
boom in family entertainment 
centers that usually feature a 
large amount of ticket-dispens- 
ing games? 

“We hear of people who are in 
a completely different career 
and think a family fun center is 
an easy way to make a lot of 
money,” comments Phyllis. 
“They jump in without doing 
enough research. We continue 
to feel that, just like any other 
business, redemption requires 
lots of work, listening to other 
people, and learning what 
makes a successful operation. 
It’s a wonderful business, but it’s 
not something you can just fall 
into.” 

Over the years the Seidels 


from 





Production supervisor Ralph Delgadillo 
on the Smokin’ Token assembly line. 


have carefully built a reputation 
for making quality products that 
afford both the operator and the 
customer the best return for 
their money. A 


American Vending Sales 


On behalf of everybody at American Vending Sales, 


we would like to express our sincere thanks to all of our 
suppliers who selected us as the 


1994 Distributor of the Year. 


We appreciate your support and confidence. 


750 Morse Avenue ¢ Elk Grove Village, IL 60007 * (708) 439-9400 
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The James Industries gang, (I-r): David 
Bargamento, Paul Roberts, Ed Chermak, 
John Blouin, and Gabriel Alba. 





Birmingham Vending’'s Gary Gouse (I) and 
Jane Hutchinson along with Capcom's 
Brian Duke and X-Men: Children of the 
Atom. 





From left: Charles Caplan of Birmingham 
Vending, David Cane of American Sammy, 
and Jeff Yantz of SNK. 
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Sun shines on 


Florida convention 


hile the action took place with- 
in the air-conditioned enclave 
of the Hyatt Orlando, the spirit 
of the sunshine state was ever 
present when the Florida 
Amusement Machine Associa- 
tion held its 1995 trade show 
and convention this spring. 

Convention chairman Dale 
Williams of Williams Amus- 
ments in Kissimmee said that 
600 attendees pre-registered, 
divided evenly between associ- 
ation members and non-mem- 
bers. Even more registered on- 
site. 

Things got going even before 
the trade show opened with a 
four-man golf scramble at 
Hunter’s Creek in Kissimmee 
that was longer on fun than tee 
shots for most and offered a 
good chance for attendees to 
unwind before the big event. 
Brady Distributing sponsored 
the tournament. 

Other events included a 
cocktail party put on by James 
Industries and a breakfast, 
preceding the Saturday gener- 
al meeting, sponsored by 
Birmingham Vending. 

Overall, the show was pre- 
dicted to help raise more than 
$16,000 for the state associa- 
tion. The cocktail party held on 
Friday night generated more 
than $1,000 for the state's leg- 
islative fund, and raffle draw- 
ings for 32 different prizes 
brought in close to $4,000. 

“Most of the attendants and 
exhibitors say the show has 
been a success as well,” added 
FAMA board member Manley 
Lawson of Lawson Music in 
Winter Haven. 

Exhibitors at the show in- 
Cluded Accuracy Counts, 
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Birmingham Vending, Brady 
Distributing, First Choice Dis- 
tributors, Green Coin Ma- 
chine, International Vending 
Machines, James Industries 
South, Lawson Music, Play-By- 
Play Toys and Novelties, Silent 
Partner, Micro Manufacturing, 
Peach State Distributing, 
South Music Distributing, Tri- 
County Distributing, WGM 
Amusements, and the Wico 
Corporation. 
State of the state 

While most of the Florida 
coin-op industry appears to be 
optimistic about the future, 
there is still widespread re- 
serve left over from previous 
lean years. 

“We've been three years ina 
recession, depression, whatev- 
er you want to call it,” said for- 
mer FAMA president Bill 
Miller of WGM Amusements in 
Kissimmee. “But things are 
starting to pick up and I think 
this summer’s going to be a 
good one.” 

But there were still some 
skeptics. One operator from 
western Florida said that while 
things may be looking up in the 
Orlando area, which gets a 
large influx of younger visitors, 
other areas of the state are still 
hurting. 

Several distributors also 
noted that sales had been 
down in the last month, not 
only in Florida but across the 
country. 

A relative newcomer to the 
industry, Robert Schuster of 
Collier Games in Naples said 
that making a profit in the cur- 
rent climate was no easy task. 

“I work long hours, and 
probably make minimum wage 
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On the show floor, (I-r): Bill Miller Of WGM 
Amusements, AMOA president Tami Nor- 
berg-Paulsen, Jaci Miller, FAMA president 
Rich Holley, and Tami’s dad Harlow Nor- 
berg. 





Chris Slimmer of Smart Industries (I) talks 
redemption with David Sands of Birming- 
ham Vending. 


for the number of hours I| put 
in,” he said. “It’s brutal but 
challenging. You have to offer 
the best equipment. But I think 
the most important thing is of- 
fering top-notch service.” 
Legislative issues 

While operators in Florida 
are not currently faced with 
any so-called legislative crisis, 
there were several important 
issues on the political agenda 
at the show. 

As part of the seminar pro- 
gram, FAMA held a members- 
only meeting to bring the asso- 
ciation up to speed. The issues 
at hand included a state licens- 
ing bill and a proposed clarifi- 
cation of Florida’s gross re- 
ceipts tax policy. 

Manley Lawson, who has 
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Brady Distributing’s Enzo Celani takes a 
moment to talk with Stewart Benk- 
endorf of A &S Amusements in Ft. Laud- 
erdale. 





Going for the strike are Larry Berke (I) of 
Design Plus and Danielle Chermak. 


headed up the state's legisla- 
tive efforts, explained that a 
law passed last year would re- 
quire all amusement coin ma- 
chines to have a $20 licensing 
sticker. That law was sched- 
uled to go into effect at the first 
of this month. 

But a new bill, supported by 
FAMA, would require a certifi- 
cate of authorization for each 
location instead, with a maxi- 
mum number of machines des- 
ignated therein. Included in 
the same proposed legislation 
would be a $50 flat fee no mat- 
ter how many machines a loca- 
tion has. 

“The stickers are non-trans- 
ferable from location to loca- 
tion and machine to machine,” 
Lawson explained. “We feel 
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All work is plenty of fun for Rick Denny (1) 
of Star Darts in Naples and Larry Vaughn 
of Birmingham Vending. 





From left: Robert and Cindy Yenchko of 
B.Y. Vending in Venice and Manley Law- 
son of Lawson Music in Winter Haven. 


confident that we'll be able to 
switch from stickers to certifi- 
cates. There’s no opposition to 
that. We don't have an agree- 
ment on the costs.” 

Lawson said there is also a 
good chance of securing a clar- 
ification in who pays the re- 
ceipts tax. Under Florida law, 
the person who “operates” the 
machines pays the tax. Howev- 
er, operators, as traditionally 
understood, are considered to 
be lessors of machines in Flori- 
da. 

“If we're the lessor, obvious- 
ly the customer is the opera- 
tor,” he said. “It’s a semantics 
problem. You have to be very 
legalistic about this. The de- 
partment of revenue has 
agreed to it. We're just going 
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through the mechanics.” 
Seminar program 

FAMA’s seminar program 
also touched on earning more 
profit from pinball games, the 
latest in jukeboxes, new ideas 
for tournaments and leagues, 
and the increasingly popular 
topic of redemption. 

Conducting FAMA’s second 
annual redemption seminar 
was Dale Williams, who 
summed it up best when he 
said, “Redemption equals two 
things, more work and more 
revenue.” 

Featured speakers at the 
seminar were Chris Slimmer 
of Smart Industries, Lisa Bas- 
ten of Bay Tek, Debbie Gonza- 
les of Planet Earth, and Don 
Tunstall of Brady Distributing. 

The refrain heard from each 
one of them was the need for 
quality redemption pieces with 
the customer in mind. 

“You're not only dealing 
with equipment, you're now in 
the merchandise business,” 
said Williams. “The kids are 
consumers. Don’t shortchange 
them. You get out of it what you 
put into it.” 

Gonzales said that opera- 
tors have begun experiment- 
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Mel Kaufman of Tekbilt shows off his new phone card dis- 
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ing with a wide range of less 
traditional products in their 
redemption center, and these 
efforts have been met with suc- 
cess. 

“In some of our bowling cen- 
ters they have put CDs in them 
and sales have tripled,” she 
said. “A lot of it really depends 
on the product you put in 
there. I can't stress enough 
how important it is to keep 
merchandise fresh and make 
it appropriate to the cus- 
tomer.” 





Talking shop are, (I-r): Chip and Cora Mahoney of C & M Darts in 
Orlando, Tim Paulkner of Brady Distributing, and Kenny Ma- 
honey, also of C & M Darts. 


less, between 15 and 20 per- 
cent, while quick coin or coin 
drop machines should by their 
nature give the player more 
return, possibly as much as 40 
percent of the money played. 

“With a quick coin game, the 
majority of the reason players 
are playing is a good potential 
for ticket return,” he said. 
“Winners are players.” 

An additional suggestion of- 
fered to attendees by Williams 
was the need have tickets bar- 
coded to avoid confusion in the 


“One of the biggest challenges is to 
keep membership strong even 
when there’s not a crisis.” 


Several speakers also sug- 
gested that while the average 
payout on aredemption game 
should fall near the 30 percent 
mark, different payout levels 
were appropriate for different 
types of games. 

Slimmer said that certain 
redemption games, such as al- 
ley bowlers, are intrinsically 
fun to play and can pay out 


145 


future. Some players, he said, 
may be saving up tickets fora 
long period of time before re- 
deeming them. 

“Theyre doing a layaway 
plan one quarter at a time, and 
there are a lot of (redemption 
center) products that are going 
to recognize barcoding when 
redeeming,” he explained. “A 
year from now you'll be glad 
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STATE SHOW 


you did it.” 
Association business 

On the final day of the show 
association members met to 
elect new officers and discuss 
the business at hand. 

At the top of their list of is- 
sues was the question of fi- 
nances for the coming year. 
With ACME ‘96 scheduled to be 
in Orlando in March, it will be 
all but impossible for FAMA to 
have a spring trade show next 
year. 

“We ve got to look for other 
ways to raise revenue,’ said 
Williams, who was elected 
FAMA president for the com- 
ing year. 

One option being looked at 
is to move the show to the fall 
in 1996, with distributors using 
it as a venue to hold a consoli- 
dated post-AMOA open house. 


To 


WAPELLO 


IS THE ONE! 


LET WAPELLO 
HIGH PERFORMANCE PRODUCTS 
61 OTs NO '(0)° 4.4 20) a 40) OF 


Give us a call or write today. 
Wapello Fabricating Company 
a OF 310) as Ae) 

201 North Second Street 
Wapello, [A 52653 
10,0) 10, O89 Bere 
(319) 523-8371 


Wow, its a Wapello! 
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That might also help with 
fund raising and analyzing leg- 
islative issues, which are gen- 
erally still in flux during the 
spring legislative session, ac- 


praised the association's offi- 
cers for taking time away from 
their own businesses to pursue 
association efforts. 


Holley also presented 


“Redemption equals two er 
more work and more revenue.” 


cording to Manley Lawson. 

In his final speech, outgoing 
president Rich Holley said that 
even as the association has 
struggled to get back on its feet 
without a paid executive direc- 
tor, membership is on the rise. 

“One of the biggest chal- 
lenges is to keep membership 
strong even when there's not a 
crisis, said Holley, who 


The Profitable 
Inflatable 
Playspace ™ 
From 150 to 300 
rides per hour. 


The Portable 
Inflatable 
Playspace 

Easy assembly. 
Fits into the back 
of most pickups. 


The Reliable 
Inflatable 
Playspace 
Heavy-duty vinyl 
that’s puncture 
and rip-resistent. 
Internal air 
chambers halt 
“bottoming-out.” 
l-year guarantee 
backed by our 
fast, dependable 
factory service 
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The Versatile 
Inflatable 
Playspace 
Closed and open- 
top pillows come in 
15’, 20’ and 25’ 
sizes, square or 
round. Ladder 
Climb, Long Roll, 
Tunnels of Fun, 
Lots O’Balls and 
more also 
available. 


Comes ina 
Rainbow of Colors 
Standard bright 
yellow, orange and 
blue. Other color 
combinations are 
available. 


Built to Your 
Exact Needs 
Custom sizes, 
shapes, colors. 
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awards to his wife Bev for her 
tireless devotion to FAMA and 
Lawson for his efforts in the 
legislature. 

Elected to officers positions 
were Larry Sinclair of South- 
ern Music Distributing in Or- 
lando as first vice president, 
Mark Bloom of Plushvend in 
Lake Mary as second vice pres- 
ident, and Joel Ford of Federal 
Vending in Boca Raton as sec- 
retary/treasurer. 

The featured speaker at the 
business meeting was AMOA 
president Tami Norberg- 
Paulsen, who presented a 
video on the National Amuse- 
ment Network Inc. 

NANI, which will allow oper- 
ators to link video game play 
across the country, should pro- 
vide a hedge against changing 
technology and consumer de- 
mands, according to the video. 

The test period should be up 
and running in Kansas and 
Ohio this month, with a full roll 
out expected by AMOA ‘95, 
Norberg-Paulsen said. 

But expectations for the test 
on NBA JAM Tournament Edi- 
tion should not be set too high, 
she said. “Everybody seems to 
think that if this test doesn't 
make these incredible rev- 
enues it’s a failure. That’s not 
the case at all. We’re mostly 
looking at the test to find any 
major glitches.” A 
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Active 
bidding is 
underway. 
Games range 
from Mortal 
Kombat and 
Terminator 2 
to Beast 
Busters and 
Popeye. 
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perators across 
the country are 
using auctions as a 
marketing tool to 
increase their 
ability to rotate 
equipment and to liquidate less 
needed merchandise. 

Auctions are be- 
coming 

























popular mar- 
ketplace for operators, home- 
Owners, and start-up business 
owners to purchase equipment 
at true market value. 

Super Auctions of Huntington 
Beach, Calif., handles the liqui- 
dation of all types of assets and 
property. The company presi- 
dent, Robert Storment, has 
been in the amusement auction 
business since 1991. But his ex- 
perience in the coin-op world 
dates back to 1983 when he was 
an independent operator. 

When asked which auctions 
are his personal favorite, it is 
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clear that his love for coin-oper- 
ated amusement equipment in- 
fluences his answer. This seg- 
ment of the business helped him 
turn Super Auctions into one of 
the leading auction houses. 

“I love this business,” said 
Storment. “This market is con- 
stantly changing, making each 
auction exciting and challeng- 
ing. These are the best sellers 
and the best buyers I’ve had the 
pleasure to deal with in any 
market.” 

Super Auctions specializes in 
amusement equipment auc- 
tions, which have traditionally 

been conducted in California, 


the company will organize 
auctions in nine more states, 
including South Carolina 
and Ohio. Five auctioneers 
plus Storment are needed 
to accommodate the vol- 
ume of auctions. 

How does Super Auc- 
tions get the word out? 
Through mailings, tele- 
marketing, and advertis- 

ing in trade publications, ac- 
cording to general manager 
Shelly Mandell. The mailing list 
numbers 15,000. Two schedules 
of upcoming auctions are 
mailed, then postcard  re- 
minders are sent as a follow-up. 

Mandell says an average 
crowd of 200 buyers attends 
each auction, which can feature 
from 300 games up. “Each auc- 
tion is different,” she explains. 
“We take reservations for con- 
signments and jot down what’s 
coming in. We can give our cus- 
tomers highlights of an auction, 
but it’s really hard to say exactly 
what's going to be there.” 


JUNE 1995 





COMPANY PROFILE 





From left: John Ridgway of Betson Pacific-Buena Park, Robert 
Storment of Super Auctions, and John Lotz of Betson Pacific- 
Buena Park prepare for the June 24 auction. 


For those who have not at- 
tended an amusement equip- 
ment auction lately and consid- 
er it a place to find outdated 
clunkers, think again. Even 
some Mortal Kombat 3s are ex- 
pected at the upcoming June 24 
auction to be held at the Betson 
Pacific-Buena Park, Calif., of- 
fice. 

Super Auctions has worked 
with this office of Betson Pacific 
for one year, producing good re- 
sults in terms of selling trade- 
ins and other used merchan- 
dise. The company also has 
good working relationships with 
other distributors. 

“At an auction a few months 
ago there was a huge quantity of 
Mortal Kombat and Mortal 
Kombat II cabinets,” remarks 
Mandell. “If anyone is looking 
for conversion cabinets, the 
auction is a great place to find 
them. 

She reports that “redemption 
is becoming stronger’ as a game 
category at auctions. Normally, 
look for a balanced mix of just 
about everything. 

While most equipment that 
comes to the auctions is in good 
working order, there is a “dead 
zone’ for old cabinets, monitors, 
and parts. 
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Hard work and dedication 
are required for each auction. A 
detailed schedule is followed to 
ensure the best possible results. 
From start to finish—securing 
the auction site, setup, and auc- 
tion day—the Super Auctions 
staff handles a vast quantity of 
merchandise. 

Mandell explained two parts 
of the auction: the “buyer's pre- 
mium” and the “consignment 
rate.” 

“Basically, the buyer’s premi- 
um is a 10 percent fee above the 
final bid or ‘hammer price,’ paid 
by the buyer. A lot of people 
think consignors are exempt 
but they are not. The premium 
goes to the promotion (mailings, 
telemarketing, advertising) of 
the event, and contributes to the 
quality of the equipment and the 
size of the crowd.” 

The consignment rate is a fee 
charged to the seller. Mandell 
notes, “Anyone with a good 
quality package of games, 
whether it be operator or dis- 
tributor, can obtain a good con- 
signment rate. The more games 
you bring and the better the 
quality, the better the deal on 
the consignment rate. We help 
the seller lower his costs so he 
can bring more and better 
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Indoors, buyers look over a field of pinballs, videos, and novel- 
ty games that are up for sale. 


equipment.” 

Says Storment, “We are con- 
stantly looking for ways to help 
our consignors make the auc- 
tions work for them. Our follow- 
ing of buyers and sellers is ex- 
tensive and continues to grow. 
Our customers want fair market 
value. That’s what we give them 
through the experience and ex- 
pertise of our staff.” 

What happens when games 
don't sell? “It very seldom hap- 
pens,” says Mandell. “We return 
them to the consignors.” 

For most, auction day means 
lots of fun and excitement. On 
auction morning, as the crowds 
build, the energized buzzing 
noise gives a hint of what’s to 
come. 

For others, the auctions mean 
something more: the fastest and 
most effective way to purchase 
and sell products, and eliminate 
the headache of private selling 
and negotiating. 

Time is money, and for people 
who live by that premise, the 
auctions are the only way to go. 

Shelly Mandell and Tina Bate- 
man contributed to this article; 
Brett Doretti provided the pho- 
tos. 
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“The primary reason to visit 
an FEC is not to go to your 
arcade. Sorry, it's to see a 

movie, bowl, play 

miniature golf, or participate 
in some other activity.” 


PLAY METER 








Randy Chilton 
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=a FECs: not as different 


STREET TALK 


as you might think 


he term “family entertainment 
center” seems to be the most 
overused and misunderstood 
term in our industry right now. 

I’m tired of hearing about 
FECs, in the context that they 
are anew concept. 

Haven't businesses been 
creating family environments 
for decades? They figured out 
long ago that attracting as 
many family members as pos- 
sible makes good business 
sense. The coin machine oper- 
ator has been involved with 
exploring this market all 
along. 

What’s different is that a 
“new industry 
has been created 
for FECs. That 
means new trade 
magazines, new 
trade shows, new 
associations, etc. 
The products you 
see at the new 
trade shows, the 
articles you read 
in the new maga- 
zines, the mem- 
bers of the new associations, 
can all be seen at the AMOA 
Expo in New Orleans in Sep- 
tember. 

Fascination revisited 

The fascination with FECs 
reminds me of 1987 when our 
industry discovered crane ma- 
chines. The “new” industry 
had been around for 50 years 
in parts of the country, but it 
was just coming to the main- 
stream operator and his mar- 
kets. 

That appears to be what is 
happening with FECs. They 
have been around for many 
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years, but are now playing a 
larger role in markets 
throughout the country, both 
large and small. The coin ma- 
chine operator needs to be ed- 
ucated about the _ special 
needs and wants of this cate- 
gory of customer. 

Depending on how you de- 
fine an FEC, I’m not sure how 
many of them are served by 
Chilton Vending. It could be 
somewhere between and one 
and 40. Our arcades are locat- 
ed in large street locations 
such as multiscreen movie 
theaters, bowling centers, and 
miniature golf courses that 
also have other activities such 
as soft play centers, pool 
rooms, batting cages, restau- 
rants, and sports bars. 

I consider these locations 
FECs. Through various mar- 
keting promotions these loca- 
tions target a range of cus- 
tomers from toddlers to senior 
citizens. That's pretty much 
the whole family. 

The unarguable FEC loca- 
tion, which is very large, does 
seem to have some unique 
characteristics that we have 
learned about through discus- 
sions with other FEC opera- 
tors and our own experiences. 

There is more business 
Monday through Thursday in 
an FEC because, I would 
guess, there are more activi- 
ties to draw in customers. Ina 
theater, or a traditional bowl- 
ing center, we have become 
accustomed to earning all of 
our revenue on Friday, Satur- 
day, and Sunday. 

Games and customers 

New games earn very well in 
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FINALLY AN AFFORDABLE SHUFFLEBOARD! 


Introducing 


The BULLET 
A revolutionary NEW GAME. 


M15’ table fits in more 
locations 

ME Voice sounds 

B Pingate 

BB Dip switch settings 

4 point scoring section 


Call for more information 
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7100 BURNS ST. * RICHLAND HILLS, TX 76118 
Phone (817) 284-3499 * Fax (817) 595-1506 
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(t’s New, [t’s Exciting, 
(t's Making Money! 


Rising Waters™ is an all new water game. Players shoot at a target bull’s eye 
with water cannons. As they hit the target, a tube of water in front of them fills 
with sparkling colorful water. The first player to fill the tube with water is the 
winner. Rising Waters™ is fast moving, unique, dramatic, and very popular. 


The two unit Rising Waters™ is a true redemption game backed by Bob’s Space 
Racers quarter of a century of experience in redemption games. It has a long list 
of standard features including coin operation with adjustable pricing, player __ 
accounting system, digital sound, adjustable ticket dispensers, adjustable scoring 
and difficulty, player seating and much more. Rising Waters™ is designed fo fit 
conveniently into all types and sizes of operations. You can get custom themes, 
cabinet colors and graphics fo fit your specific requirements. 


We offer a full line of proven redemption games including classics such as 
Whac-A-Mole, Bowler Roller, and the original redemption water game. We also 
offer Modular Redemption Centers,™ complete facility design services and a 
wide variety of operations support services. Call today! 


Bob’s Space Racers, Inc. 
427 15th Street 

Daytona Beach, Florida 32117 
PH: 904-677-0761 

FAX: 904-677-0794 


Designers and manufacturers of games since 1970 
® Bob’s Space Racers, 1994 
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an FEC, but surprisingly there 
is more parity in game room 
earnings. In an FEC, one- to 
two-year-old equipment earns 
more than it would in a tradi- 
tional arcade environment. 

This is easily explained by 
observing that FEC customers 
are not traditional arcade pa- 
trons. They are generally not 
drawn to your location be- 
cause you have the latest hit 
game, although when it comes 
to teenagers they know the hit 
game has arrived before my 
secretary, who inputs all the 
new titles into the computer. 

The primary reason for a 
customer to visit an FEC is not 
to go to your arcade. Sorry, it’s 
to see a movie, bowl, play 
miniature golf, test the driving 
range, or participate in some 
other activity. 

But if you do your job well by 
merchandising your games, 
keeping them in good repair, 
obtaining current titles, and 
making them attractive to the 
customer, then impulsively 
these patrons will spend time 
and money in your arcade. 

This is really what defines 
good operators today: those 
who can design, install, and 
service the arcade in order to 
maximize the game room 
earnings from the business’ 
existing patrons. 

This is all provided that the 
layout of the FEC is such that 
customers see your arcade 
and feel it, any time they visit 
the FEC. The best way to 
achieve this exposure is when 
the purchase points—snack 
bar, miniature golf, or control 
counter—are integrated into 
the arcade layout. 

We are an impulse buy, just 
like the National Enquirer in 
the grocery store. I’m sure 
they sell many issues, but I 


JUNE 1995 


STREET TALK 


wonder if anyone has ever 
called their spouse and said, 
“Honey, on your way home, 
run by the grocery store and 
pick up the latest issue of the 
Enquirer.” 

Redemption games earn 
better and more consistently 
in an FEC. There you will have 
all “open play” traffic, the folks 
who spend the majority of the 
money. That is, people who are 
just looking to be entertained. 

In bowling centers we have 
found that the game room ac- 
tivity is almost exclusively tied 
to the open play bowler and 
not the league bowler. 

If you doubt this, look at 
your game room revenues ina 
bowling center from late 
August through October. The 
leagues will have added 1,000 
to 3,000 bowlers per week by 
Sept. 1, but the game room 
earnings don't increase 
Significantly until the open 
play increases, which is when 
the weather moves people in- 
side for their recreational 
activities. 

Rotate redemption 

We have all missed a key de- 
tail in determining where and 
how to operate redemption 
centers in street locations. In 
locations with a high percent- 
age of repeat customers, the 
redemption games don’t have 
earning longevity any longer 
than other games. 

You must rotate the re- 
demption pieces with the 
same frequency as_ other 
games. The problem is that 
this is one of the key reasons 
we all got into redemption in 
the first place: not having to 
move the games as often. 

We can affect the decline in 
a particular redemption 
game's revenue stream to a 
certain extent with our mer- 
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chandising methods and re- 
demption payouts, but not to 
the extent we initially thought 
we could. We did not realize 
we needed to rotate redemp- 
tion games with the same in- 
tensity that we do with video 
games and pinball games. 

This becomes increasingly 
challenging because the pric- 
ing of the redemption equip- 
ment is generally higher than 
that of video games, which are 
becoming more expensive 
with each new product. I am 
sure that redemption opera- 
tors throughout the country 
are dealing with this dilemma 
as well. 

Over a long period of time, 
the most successful redemp- 
tion centers are in locations 
with high transient traffic such 
as a large FEC. 





Your Weapons... 


Redemption Control Systems 


Point of Sale Systems 
Party Scheduling 
Ticket/Token Counters 
Ticket Shredders 


I’m happy that there are 
new opportunities like FECs 
that look promising for our in- 
dustry. With all the new com- 
panies and new investors 
making huge investments in 
our industry, I’m wondering if 
we haven't been down this 
road before. 

I hope that this time around 
the traditional operator keeps 
in mind that the basic mathe- 
matic principals of our indus- 
try haven't changed. There are 
just a few more zeros in the 
equation. 

Surely I don’t have all the 
answers. If you have addition- 
al thoughts, please give mea 
call at (316) 262-3538. I would 
enjoy hearing from you. Call 
me, if only to tell me you read 
the article. A 


ARM Your FEC For SUCCESS 





On-Line Money Tracking Systems 


Game Stools 


Toll Fee 
(800) 771-2767 


ARMS ES 





Tel: (908) 262-9776 Fax: (908) 262-9404 
921 Cedar Bridge Ave., Brick, NJ 08723 
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I am a big booster of state or- 
ganizations and believe in at- 
tending state and national shows 
and events. Having recently re- 
turned and recovered from 
ACME ‘95, I thought I would put 
down a few of my observations of 
the show and the industry in 
general. 

Publicly to the contrary, 
ACME ‘95 was a relatively small 
show. There were not as many 
exhibitors or products as in pre- 
vious shows and the general im- 
pression was of an industry that 
is getting rather lean. The most 
often heard comment was that 
there was simply nothing really 
new in the way of games and 
products. It is here that I must 
take issue with the majority. 

This show was full of good new 
equipment. I am a midsize street 
operator operating in rather tra- 
ditional locations. While equip- 
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ACME ‘95: well worth the trip 


Steve Bodenstein 


ment for our end of the industry 
has been somewhat slim of late, I 
found more new equipment to 
buy than I had money to buy it 
with (so what else is new!). Why 
am I so optimistic? Well, let’s 
look at what this show had to of- 
fer. 

All of the pinball manufactur- 
ers had good offerings. As usual, 
some were better than others 
and we all have our favorites, but 
there were good games for 
everyone's needs. Several com- 
panies had excellent touch- 
screen bartop games. These 
have been doing very well in 
many locations and are well 
worth looking into. 

The music, pool, and dart 
manufacturers displayed their 
usual excellent equipment, and 
there were many good offerings 


-800-395-8880 
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in the way of cranes, foosball, 
sports games, shuffle alleys, air 
hockey, and novelty pieces. For 
operators who can use them, 
there were excellent poker and 
8-line games. 

There were, of course, lots of 
redemption pieces and large 
simulators. While I don’t mean to 
give these pieces short shrift, I 
am a street operator and my 
ability to utilize these pieces is 
rather limited. 

So what’s missing from this 
list? Video games! So what! Who 
cares! I’m not in the video game 
business and neither are you. I’m 
in the amusement game busi- 
ness, and I operate what works, 
not what’s easiest. Yes, there 
were video games at the show, 
but the pickings were slim with 
very obvious winners and just as 
obvious losers. However, it did 
make buying decisions quite 
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BATON CAN FUT 
TOGETHER THE 
PIECES OF TOUR 
DEFENSE AGAINST 
THIEVES, VANDALS 
& OTHER CREEPS 


14275 COMMERCE DRIVE 
GARDLN GROVE CA 92643 
TEL: 714-265-3636 
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Reliable Locks ¥* Reasonable Prices 
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easy. And as aside benefit, think 
of all the very real depreciation 
you will save by not acquiring 
any more 90-day wonders! 

All in all I found ACME ‘95 to 
be a successful show. True, there 
wasnt any really innovative 
equipment, no truly new exciting 
technology, but that’s not neces- 
sarily bad in itself. The true pur- 
pose of a gathering of this kind is 
to collect information, to find out 
what's going on, and what the fu- 
ture has in store. Just knowing 
that there’s nothing revolution- 
ary in the immediate future is 
valuable information in its own 
right; the only way to know this is 
to attend the show. 

In general, I have a few sug- 
gestions for the future. It is im- 
portant that shows be held 
where hotels are within walking 
distance. Shuttle buses are nice 
but still a hassle to use. Also very 
important: locations with better 
air connections are preferable. 
Additionally, for all future shows: 
as a paying attendee and mem- 
ber of the industry I attend these 
Shows for business purposes. I 
strongly object to waiting in lines 
to see the equipment behind 
children, non-trade press, and 
other exhibitors. If these people 
want to play, I suggest that they 
attend the show during the dis- 
tributor-only hours. 

Finally, a suggestion to the ex- 
hibitors, especially the major 
factories. A more appropriate 
use of your time, manpower, and 
show costs would be to have your 
representatives on the floor talk- 
ing to your customers instead of 
each other. After all, that is why 
you are there, isn’t it? 

On the plus side, the operator 
party was a real treat and the 
treasure hunt was fun as well as 
a Clever way to ensure that at- 
tendees saw the whole floor. I es- 
pecially liked winning one of the 
prizes! Finally, I achieved the ul- 
timate coup of a trade show: be- 
cause | took the time to attend, I 
ran into one of my suppliers. He 
had just received a close-out 
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deal on a limited, exclusive run 
of a certain driving game ata 
very advantageous price. Be- 
cause I was there I was able to 
take advantage of this offer. Had 
I not attended, I would never 
have known about it. My savings 
on this one item paid for the en- 
tire cost of my trip. 


Yes, I felt that I left ACME ‘95a 
success. (Even though it took me 
five planes and 20 hours to get 
home!) I look forward to attend- 
ing AMOA ‘95 in September in 
New Orleans. I like being a suc- 
cess and by attending your state 
and national events, you can be 
one too. A 
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and "looks-like-a- ase bss bl sew, nt, 


ZONE laSer gAmes have proven staying 


wer with more than 110 WaGac gAme 
sites around the g lobe. 


S o, if the right system for you is 
ULTRAZONE™ for 30 players in 5,000 
Tol tlelg-We i-1-) ae] ay 4\ AO) | A ey mete 

& players in under 1,500 square feet - 
we a ai pre a class technology, 
‘and format 


flexibi Li i hey to aha your ee ers coming 


But don't take our word for it. 


back for MORE and more and more. 


7% Call us 


for a free background kit and we'll also 
revere mele mearcmar-veatcceatarem eJatevarcmalerenl acca 
of our cOmpetition. So you can call 
them. And even PLGY their games. We 
make more sales that way! 


For a free background kit on the reliable, easy to operate ULTRAZONE™ and ZAPZONE™ Laser Game Systems, call: 800-628-2829 





1535 


JUNE 1995 





Big winners Carol Wilke (I) and Frank 
“Tank” Melson (r) with tournament direc- 
tor Dave Schultz. 





George Conley (r), pictured with Dave 
Schultz, was the Pro Singles winner in 
Omaha. 





John Part won the Pro Singles competi- 
tion in Scranton. 





Gary Mawson (r), who won the Men's Sin- 
gles in Scranton, with Ange Giavedoni of 
Arachnid. 
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TOURNAMENTS & 


LEAGUES 


Bullshooter stops 
in Omaha, Scranton 


Close to 50 competitors 
earned spots in the Bullshoot- 
er Finals, held at the end of 
last month, by making their 
way through qualifying tour- 
naments in Omaha, Neb., and 
Scranton, Pa. 

Co-sponsoring the eight- 
event, $7,000 tournament in 
Omaha were Central Distrib- 
uting and NTS Dart Tech. Play- 
ers came from Illinois, Col- 
orado, Iowa, Kansas, and 
Nebraska to compete. 

The weekend's top winners 
were Carol Wilke of Hebron, 
Ill., and Frank “Tank” Melson 
of Union, Ill. Wilke won the 
Women’s Singles event, and 
teamed with Melson to take 
first in the Mixed Cricket com- 
petition. The two also took an- 
other first place trophy, along 
with Kevin Schiescher of 
Rockford, IIll., in the Mixed 
Triples. 

Melson, shooting with the 
opposite hand while blindfold- 
ed and sitting, finished third in 
the fun High Noon event as 
well. 

Wilke additionally claimed 
first place in Women’s Dou- 
bles, along with her partner 
Tanya Meehan of Council 
Bluffs, lowa. Victorious in the 
Pro Singles was George Con- 
ley of South Bend, Neb. 

Another $7,000 in prizes was 
up for grabs at the eight-event 
BullShooter stop in Scranton. 

Action got started with 
Men’s and Women’s Doubles. 
In the women’s bracket, 
Shawne Sheluga of Levittown 
and Bridgid Burke of Balti- 
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more claimed first place hon- 
ors. Burke also won the 
Women’s Singles division. 

In Men’s Doubles, Jim 
Watkins of Port Carbon and 
Jerry Umberger of New 
Philadelphia finished at the 
top by defeating Gary Mawson 
of Niagra Falls and John Part 
of Oshawa, Canada. Mawson 
and Part also teamed up with 
Jamie Stewart of Apollo to 
take second in Mixed Triples. 
Edging them out in that event 
were Lou Yeager of Pottsville, 
Sheluga, and Mike Kutz of 
Schuykill Haven. 

Finishing first in the Dou- 
bles Cricket competition 
were Timothy Fitzzell of Pitts- 
burgh and Tom Baker of 
Carnegie. The Men’s Singles 
contest was won by Mawson; 
the Pro Singles event was won 
by Part. Burke and Watkins 
also came back to win the last 
event of the competition, 
Mixed Cricket. 

All players who finished in 
the top three of each event 
qualified for the finals in 
Chicago. A 





Winners Jim Watkins, Bridgid Burke, and 
Jerry Umberger with Arachnid's Ange Gi- 
avedoni on the left. 
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Lazer-Tron intro- 
duces two new and 
unique offerings, Ring 
Toss and Swamp 
Stomp, to its full line of 
redemption games. 

Swamp Stomp is a 
follow-up to Ribbit 
Racin’ and will literally 
have players jumping 
up and down as they 
compete against each 
other in this fast- 
paced, foot-stomping 
game. The faster play- 
ers stomp, the faster 
they travel across the 
tricky alligator’s back 
to get the treasure. 

Features include 
super sound, quality 
construction, ad- 
justable difficulty level, 
and the ability to link 
games for as many as 
10 players. The game is 
U.L. listed, comes with 
coin and ticket meters, 
and measures 48” wide 
x 95” tall x 70” deep. 

Ring Toss brings 
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back an all-time mid- 
way favorite witha 
nostalgia theme. 
Players get five rings 
for a quarter and try to 
toss them onto real 
Coke bottles. 

Lazer-Tron’s new 
patent pending object 
vision system will de- 
tect if the rings are on 
the bottles, and the se- 
curity sensors will pre- 
vent cheating. 

The game is fully op- 
erator adjustable, 
comes with ticket and 
coin meters, is U.L. list- 
ed, allows multicoin 
play, offers progressive 
jackpots, and weighs 
500 pounds. 

For more informa- 
tion, or distributor re- 
ferral, contact 
Lazer-Tron Corp., 4430 
Willow Road, 
Pleasanton, CA 94588; 
(510) 460-0873; FAX 
(510) 460-0365. 


WHAT'S NEW 


Benchmark pre- 
sents Boomer, a four- 
player-station 
interactive skill re- 
demption game, which 
tests players’ skill re- 
flexes. 

The game can be 
played by one to four 
players, either singly 
or competitively, and 
each player station has 
its own progressive 
ticket jackpot to win. 

In addition, players 
who succeed in win- 
ning their own jackpot 
have the opportunity 
to win another player’s 
jackpot. 

To win players must 
press a button, releas- 
ing a trail of lights, and 
time that release so 
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Ring Toss, Swamp Stomp 





that it intersects a 
group of numbers that 
are located on a rotat- 
ing wheel in a specific 
sequence. Tickets are 
awarded depending on 
which sequence a play- 
er has hit. 

The game offers 
various adjustable 
ticket settings. 
Dimensions are 36” 
high x 36” deep x 36” 
wide. 

For more informa- 
tion, or distributor 
referral, contact 
Benchmark 
Entertainment, 2071 
North Dixie Highway, 
Pompano Beach, FL 
33060; (305) 781-8080; 
FAX (305) 781-7900. 
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WHAT'S NEW 


Full Court Fever, ICE Ball 


ICE introduces two 
new redemption games: 
Full Court Fever, which 
is an updated version of 
Full Court Frenzy, and 
ICE Ball, an alley 
bowler designed for 
ease of operation. 

Full Court Fever 
features new mainte- 
nance-free turntable 
movement and new 
discreet motor drive 
electronics. The game is 
constructed of all steel 
and plywood and comes 
with exciting new 
graphics, while still re- 
taining its multiposi- 
tional basket. 

ICE Ball is equipped 
with a wide range of op- 
erator-friendly features 
including a ticket dis- 
penser and bin on an 
easy Slide system that 
holds 5,000 tickets and 
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requires no tools, a coin 
mech and cash box also 
on aslide system, anda 
ball release mech that 
can be lifted out for easy 
maintenance. 

The game’s main 
electronics are located 
up front for easy access 
and also slide in and 
out, eliminating the 
need for climbing to 
change options or 
trouble shoot. 

This alley bowler also 
offers operator-ad- 
justable point values, 
extended play, and balls 
per game. 

For more informa- 
tion, or distributor re- 
ferral, contact ICE, 1501 
Kensington Ave., 
Buffalo, NY 14215; (716) 
833-0481; FAX (716) 833- 
1342. 


Players can now set 
sail on Konami's new 
entry into the redemp- 
tion market, Pirate 
Ship. 

The game puts play- 
ers behind the wheel of 
an ancient frigate sail- 
ing the high seas in 
search of gold on three 
challenging courses. 

Dipswitch settings 
give operators control 
of payout levels and 
bonus round percent- 
ages. Players can win 
up to 100 tickets with 
the game’s multiplier 
feature. 

A unique cabinet 
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design, easily convert- 
ed to either vertical or 
horizontal monitor 
cabinet, makes the 
game incredibly versa- 
tile. The game can also 
be easily adapted toa 
capsule vend mode, 
making it a likely con- 
tender in the vending 
market as well. 

For more informa- 
tion, or distributor re- 
ferral, contact Konami 
America, 900 Deerfield 
Parkway, Buffalo 
Grove, IL 60089; (708) 
215-5100; FAX (708) 
215-5144. 
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WHAT'S NEW 


Velo l Kors] rele (oe Baywatch 





Micro Manufac- 
turing announces the 
latest addition to its 
lineup of street-orient- 
ed coin-op machines, 
Magical Touch, an ex- 
citing new touch 
screen, multigame 
video designed for bar- 
top operations. 

The game software 
has been licensed from 
TryMagic, the design 
and development duo 
of Tom Nicholas and 
Howard Smoyer, and 
features a combination 
of old favorites and ex- 
citing new games. 

Older games in- 
clude Solitaire, Joker 
Poker, Black Jack, 
Super Hangman, and 
all the popular trivia 
categories of sex, 
sports, TV, movies, and 
music. 

New hits include 
Diamond 11, Squish, 
Go-4-21, and Poker 
Scramble. The soft- 


PLAY METER 


ware includes easy-to- 
program advertising 
screens, complete ac- 
counting, flexible 
game feature setup, 
and a customized 
game menu with indi- 
vidual game pricing. 

Other features in- 
clude an easy-access, 
flip-top lid; unique 
tray-mounted elec- 
tronics assembly for 
simple service; front- 
mounted coin 
mech/cash box for 
quick collections that 
is replaceable with op- 
tional bill acceptor and 
stacker, anda 14” VGA 
monitor with durable 
all-glass touch screen. 

For more informa- 
tion, or distributor re- 
ferral, contact Micro 
Manufacturing, 535 
Old Nashville Hwy., 
P.O. Box 1209, La 
Vergne, TN 37086; (615) 
793-5510; FAX (615) 
793-5512. 





Sega Pinball hits the 
beaches with its 
newest pinball, 
Baywatch, based on 
the hit TV series fol- 
lowing the lives of in- 
trepid lifeguards. 

The title is tailor- 
made for summer lo- 
cations and offers a 
wide range of new fea- 
tures, including a dis- 
play that will generate 
added player interest. 

Display aspects in- 
clude new diagnostic 
icons that make surf- 
ing through the self 
test as easy aS using a 
computer mouse, 
amazing graphics that 
depict rescues, and 
video modes that put 
players behind a water 
Ski boat executing 
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high-jumping stunts. 
Other new features 
are wraparound side 
rails that deliver wider 
and deeper shots with- 
out expanding the size 
of the cabinet, self- 
cleaning pop bumper 
Switches that virtually 
eliminate the need for 
cleaning, a player-se- 
lectable league play 
mode, and a ball-lock 
feature that is sure to 
generate enthusiasm. 
For more informa- 
tion, or distributor re- 
ferral, contact Sega 
Pinball, 1990 Janice 
Ave., Melrose Park, IL 
60160; (708) 395-7700; 
FAX (708) 345-7718. 
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WHAT'S NEW 


Airruption, Lucky Lady Fortune 


YP BRASS 
YNAMO 





Size options are 6’, 6- 
1/2’, 7,8’, and 9’. The 
table comes standard 
with a lighted coin mech 
and ball view area and is 
also available with an op- 


Dynamo introduces 
Top Brass, anewly de- 
signed pool table with all 
the same reliable trou- 
ble-free operation that 
the company’s other 


products display. tional bill acceptor. 

The table is black with For more information, 
richly colored, heavy or distributor referral, 
gauge blue cloth that is contact Dynamo Corp., 
accentuated by highly 2525 Handley Ederville 


Rd., Richland Hills, TX 
76118; (817) 284-0114; FAX 
(817) 284-7606. 


polished brass trim. 
Other cloth colors are al- 
so available. 


BEST QUALITY 
& LOWEST PRICE 


- Parts 

- Original New and Used PC 
Boards, Cartridges For Video 
Games 

- Ticket Dispenser 

- Power Supplies With Display 


A Ao} a =] (2) 


Cheapest In Taiwan 
Contact Us Now. 
Compare And We Win! 





CLE-lectronic Co., Ltd. 


P.O. Box 20-146 
886-6-2895901 (Rep.) 
FAX: 886-6-2896575 
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Coin Concepts pre- 
sents two of its new 
products: Airruption, a 
single-player air hock- 
ey-style redemption 
game, and Lucky Lady 
Fortune, a timeless ar- 
cade piece that can tell 
a customer's fortune. 

Airruption chal- 
lenges players to 
strike at several lit tar- 
gets with an air hockey 
puck in order to score 
points and erupt the 
volcano. 

As players score 
points, the lavaina 
molded 3-D volcano 
rises as the time 
counts down. Players 
strike the targets to 
cause the eruption and 
win the most amount 
of tickets. 

A prize vendor is 
available for street 
operation, game time 
and award level are 
adjustable, and the 
game comes ina 
durable plywood 
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cabinet. 

Dimensions are 84” 
high x 30” wide x 78” 
deep. 

Lucky Lady Fortune 
can give 134 different 
voice predictions in 
English, French, Dutch, 
Spanish, German, or 
Japanese. Other lan- 
guages can be includ- 
ed upon request. 

Sweets or gumballs, 
personalized printed 
fortunes, or lucky 
charms can also be 
vended. Cabinet deco- 
rations feature gothic- 
themed illustrations, 
and the animated fig- 
ure’s head moves from 
the customers to the 
crystal ball, which 
changes colors. 

For more informa- 
tion, or distributor 
referral, contact Coin 
Concepts Inc., 16 
Edgeboro Road, Unit 5, 
East Brunswick, NJ 
08816; (908) 390-9009; 
FAX (908) 390-3373. 
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WHAT'S NEW 


LaserStar Ruby 


Dirty Harry 








Rowe/AMi intro- 
duces the latest addi- 
tion to the LaserStar 
family, the stunning 
red LaserStar Ruby 
jukebox. 

The Ruby was de- 
signed by the request 
of operators looking 
for another red juke- 
box to continue the 
success of last year’s 
Lady in Red. 

Up to 12 full-sized 
CD jackets are dis- 
played beside easy-to- 
read title strips and 
highlighted by theatri- 
cal halo lighting. 

The motor-driven 
pages can be flipped by 
push button controls 
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and will accommodate 
up to 100 CDs and title 
strips. In the attract 
mode, the title pages 
turn automatically or 
move to aspecific page 
number. 

The box is also 
equipped with a Rowe 
bill acceptor that takes 
$1 and $5 bills and is 
available with a 500 or 
optional 1,000 bill 
stacker. 

For more informa- 
tion, or distributor 
referral, contact 
Rowe/AMi, 1500 Union 
Ave. SE, Grand Rapids, 
MI 49507; (616) 243- 
3633; FAX (616) 243- 
4700. 





Williams Electronics 
blows into the arcade 
market with a new no- 
nonsense pinball game 
about a no-nonsense 
cop, Dirty Harry. 

Through a licensing 
agreement with 
Warner Brothers 
Consumer Products, 
the pinball game will 
be able to tap into the 
interest generated by 
action-packed movies 
that have spanned 24 
years. 

Dirty Harry’s famous 
.44 Magnum—’the most 
powertul handgun in 
the world”—plays a piv- 
otal role in the game, 
offering players skill 
shots and rapid-fire 
pinballs. It can be 
armed when facing any 
direction and fired au- 
tomatically or by the 
player. 

During the game’s 
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“Feel Lucky” mode 
players can go after big 
points or special 
awards. They can also 
aim for the molded safe 
house for hurry-ups, 
extra balls, four-ball 
multiball, powered-up 
contraband items, or 
Magazine awards. 

A DCS Sound 
System brings original 
music, high-caliber 
sound effects, and cus- 
tom speech by Clint 
Eastwood to the game 
experience. Dimen- 
sions are 76" high x 29 
wide x 55” deep. 

For more informa- 
tion, or distributor re- 
ferral, contact Williams 
Electronics Games, 
3401 N. California Ave., 
Chicago, IL 60618; (312) 
961-1000; FAX (312) 961- 
1060. 


” 
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WHAT'S NEW 


American Laser 
Games has come out 
with its first computer- 
generated title, Mazer, 
which addresses indus- 
try concerns regarding 
fighting games while 
still providing com- 
pelling gameplay. 

The new game is a 
departure from its line 
of filmed laser-disc- 
based games. Players 
are faced with the task 
of rescuing humans 
from conquering 
aliens. They choose one 
of four weapons and 
abilities before enter- 
ing the aliens’ maze- 
like base. Gameplay 
cycles through 13 dif- 
ferent levels in an at- 
tempt to free all the 
remaining humans. 





PLAY METER 


Random bonus 
points add to the chal- 
lenge, and two players 
can either cooperate or 
compete. The game 
features digitized char- 
acters and 3-D ren- 
dered images 
delivered with 32-bit 
technology. Controls on 
the two-player cabinet 
include joysticks for 
movement and buttons 
for attacking, shielding, 
jumping, and turbo 
moves. 

For more informa- 
tion, or distributor re- 
ferral, contact 
American Laser 
Games, 4801 Lincoln 
Road NE, Albuquerque, 
NM 87109; (505) 880- 
1718; FAX (505) 880- 
1597. 


Dozer, Super Deluxe Tractor 


Kiddie Amusements 
rolls out its two newest 
ride attractions, Dozer 
and the Super Deluxe 
Tractor Trailer. 

Both rides are sure 
to generate interest 
among the young and 
not so young with their 
striking colors and life- 
like designs complete 
with the contours of 
their real-world coun- 
terparts. 

The truck is a stan- 
dard two-seat ride 
with lighted dash, 
headlights, and tail- 
lights and features the 
sounds of driving a big 
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rig. Color choice is 
available. Special lo- 
gos and coin boxes can 
also be requested. 

With the Dozer, op- 
erators can also 
choose between stan- 
dard or new roller mo- 
tion on this ride, which 
also offers many safety 
features. 

For more informa- 
tion, or distributor re- 
ferral, contact Kiddie 
Amusements, P.O. Box 
939, Florence, MS 
39073-0939; (601) 845- 
7501; FAX (601) 845- 
8338. 
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WHAT'S NEW 


Air Combat 22, Cyber Cycles 


Namco-America 
presents two new 
action-packed video 
games. They are Air 
Combat 22, an ariel ad- 
venture for the strong 
at heart, and Cyber 
Cycles, which puts 
players behind the 
handlebars of a state- 
of-the-art motorcycle 
simulator. 

Would-be pilots se- 
lect from four levels of 
difficulty when playing 
Air Combat 22, which 
pits them against 
enemy fighters. Game 
time is extended for 
each successful enemy 
fighter shot down. 

The game uses 
Namco’s advanced 
computer graphics 
board, the Super 
System 22. Players can 
choose their aircraft, 
and gameplay also fea- 
tures three special 
bonus stages. 

Air Combat 22 will 
be available as a dedi- 
cated game in middle 
to late June. Kits to up- 
grade the original Air 
Combat will also be out 


PLAY METER 


~ — * 
~—— amos ee) egw 
rae 


in the future. 

When playing Cyber 
Cycles, riders will get 
the full effect of lean- 
ing the bike to turn in 
coordination with the 
throttle and brake con- 
trol. There are three 
different bikes to 
choose from, ranging 
from an easy-driving 
futuristic vehicle toa 
powerful muscle bike. 
There are also two 
courses to pick from 
when playing. 

Cyber Cycles utilizes 
the Super System 22 
hardware and features 
3-D graphics with tex- 
ture-mapped poly- 
gons. A colorful 
marquee includes a 
display to show players 
their current position 
relative to their com- 
petitors. 

For more informa- 
tion, or distributor re- 
ferral, contact 
Namco-America, P.O. 
Box 641630, 150 
Charcot Ave., San 
Jose, CA 95164-1630; 
(408) 383-3900; FAX 
(408) 383-0128. 


SSeS v at tA 
~ Siats retest aai niet 


snalsm.c=\Le)eiurelam i tleallals 


West Coast Man- 
ufacturing presents 
The Revolution 
Machine, a gumball 
vendor with an upper 
and lower base con- 
structed of FDA food- 
grade material. 

The vendor comes in 
red, yellow, black, 
lime, and pink and has 
a capacity of 3,400 
gumballs of the 850- 
count size. 
Specifications are 60” 
high with a base diam- 
eter of 23” and a globe 
diameter of 18”. 

Features include a 
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Beaver coin mech, a 
polyethylene base that 
is virtually indestruc- 
table, an enclosed 
gumball catch, anda 
cash box with $1,200 
capacity. 

Available options 
are casters, lighting, 
gold trim package, and 
custom color. 

For more informa- 
tion, or distributor re- 
ferral, contact West 
Coast Manufacturing, 
6837 Canoga Ave., #12, 
Canoga Park, CA 
91303; (818) 346-8002; 
FAX (818) 346-8258. 
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Vendesign presents 
the Four-In-One Candy 
Carousel, a bulk candy 
and gum machine that 
comes equipped with 
all the extras. 

The vending 
machine is designed 
for a wide range of lo- 
cations including of- 
fices, airports, 
restaurants, banks, re- 
tail stores, service sta- 
tions, and waiting 
rooms. 

It can display up to 
374 square inches of 
candy in four canis- 
ters, which are remov- 
able and allow 
customers to see four 
different products. 

The machine comes 
equipped with a cast 
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zinc alloy coin mech 
and has a rotating 
head with steel ball 
bearings. 
Approximately one 
square foot of floor 
space is needed to ac- 
commodate the prod- 
Ct. 

Features include ex- 
tra coin bank, weight- 
ed stand, high gloss 
charcoal finish, anda 
gasketed lid to pre- 
serve freshness. 

For more informa- 
tion, contact exclusive 
U.S. distributor 
Nationwide Vending 
Services, 762 Middle 
Country Road, Selden, 
L.I., NY 11794; (516) 
732-3100; FAX (516) 
732-0094. 


Imonex has pro- 
duced new full-color 
literature that dramat- 
ically demonstrates 
the company’s exclu- 
Sive coin processing 
system. 

Included is a special 
effects photograph 
that takes the viewer 
inside a coin acceptor 
to reveal how it works 
without electronics or 
moving parts. 

Derived from princi- 
ples of inventive geom- 
etry, the system is 
designed to reduce 
coin jams and service 
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calls required for 
cleaning and adjust- 
ments. 

Models of the coin 
acceptor are available 
for full-line vending, 
soda machines, pay 
phones, video and re- 
demption games, juke- 
boxes, and gaming 
applications. 

To receive a free 
copy of the brochure, 
or for more informa- 
tion, contact Imonex, 
P.O. Box 519, Katy, TX 
77492; (713) 391-4704; 
FAX (713) 391-4239. A 
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agazine 


Have your own copy of Play Meter Magazine 
delivered to your home or office. Call (504) 488- 
7003 or FAX (504) 488-7083 to start your subscrip- 
tion today. 


PLAY METER MAGAZINE e P.O. BOX 24970 ¢ NEW ORLEANS, LA 70184-9988 


Yes! | want to receive every issue of Play Meter. Please enter my 
subscription as shown below: 


_) Mr.CJ Ms. Name 

Street 

City 

Zip Telephone 

Signature 

Title 

Company 

L] Payment Enclosed CL) Billme 


Charge my: (] Visa (] MasterCard 
Card No. Card Exp. Date 


USA *Canada *Foreign 
CL) New Oo 1 yr. $60.00 $60.00 $150.00 
(]) Renewal CI) 2 VE. 110.00 110.00 
(13 yrs. 150.00 *Payable in U.S. currency only 


Check One: 


(} Manufacturer (_} Route Operator [] Support & Supply 
() Distributor (] Arcade Operator (J Technician 


1) Other 


Please Specify: 





CLASS 
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ED 


Play Meter’'s classified advertising is primarily intended for: buyers and sellers of used equipment, support 
and supply firms and employment opportunity ads. You may pay by check, money order, Visa or Mastercard. 
The deadline is usually the 15th of the month prior to issue (example: August ad must be in by July 15). Send 
ad orders to Play Meter Magazine / P.O. Box 24970 / New Orleans, LA 70184 or FAX: (504) 488-7083. 

FOR MORE INFORMATION, CONTACT CAROL LEA: (504) 488-7003 
If you have problems with or questions about any advertiser, PLEASE CONTACT US. We keep a file on all 
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“Rebuild” 
your old 


KLOPP. 
at the factory 


MANUAL 
OR 
ELECTRIC 


Fast Service — Call For Details 


CALL (813) 855-6789 


KLOPP INTERNATIONAL, INC. 
225 Dunbar Court — Oldsmar, FL 34677 


READERS/ 
ADVERTISERS 


We do not knowingly accept 
ads for copies or licensed 
games involving a third party. 
We do not print prices on 
games currently in production. 
We encourage advertisers to in- 
clude their name, address, and 
phone/FAX numbers for the 
purpose of credibility. We do 
not accept ads from companies 
who consistently advertise pro- 
ducts they do not have or from 
companies that we receive 
mutli-complaints about. 


PLAY METER 
MAGAZINE 


THE 
KLOPP KONVERTIBLE 


ay COMBINATION 
.// 
PORTABLE 
GOIN COUNTER 


MADE IN USA WRAPPER-BAGGER 


Operate it ELECTRICALLY! 
Operate it MANUALLY! 

Operate it ANYWHERE! 
Because it’s a CONVERTIBLE! 


KLOPP (813) 855-6789 


£o ane PEF 


We:ship coin-op locks 
and accessories fast. 


integrated production and assembly 
LAI's Locks can be ordered to 
operate on your current key Codes 
since, LAl's Locks are compatible 
with most High security, as well as, 
Tubular type system, ie: Baton, ESD, 
KD, Ace, etc. 

Choice of custom locks, common key 
systems or restricted key styles 
Manufacturer of a complete line of 
coin-op security accessories. 
Manufacturer of security products 
for laundry; also, bill and coin 
counting equipment. 


Panel Guard 


” High Security Padlock 
inside Protective Shield 














For a full-color product catalog, call Toll Free from 
USA, Canada and Mexico: 


1(800) 422-2866 


7251 Garden Grove Bivd., Suite M 
Garden Grove, California 92641 
Phone: (714) 373-2993 

FAX: (714) 373-2998 


Full Metal Jacket 
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1¢ City. Prices 
FOR ALL! 


| INCREASE YOUR EARNINGS 
HucuuNR «A | “The Black Stalin” 
AT THE RIGHT PRICE! | nny 


15 Amp Pain Supply 
——WI/LED Light 


O meter required to adjust ee) | sews $1 Bi AccePronp. 
| 7; “ITRUNS & RUNS FORTHE fe 
_. a CAN CATCH IT!” 


WE'VE BOT THE BOARDS 
and KITS and SUB-BOARDS 


~e Red LED light will turn green {ih 13” and 19” 

- When + 5 Volt set properly Choice of Game 
e Light weight-Slim Line © 

- +100 Burn in Tested Manufacturers 

~ ¢ Built-in EMI Filter 

“shod eal Protector WEE f/3 wales 
° Short Circuit Protector n 
Overload Protection Complete ir hal 

© + 5V-15 Amp 

-o +12V-3 Amp 115/230 AC 

Dual AC 

| e -5y-1 Amp inputs (selectable) 


Call XAVIAR or pa 800-517-7711 


The Component Factory « 705 General Washington Ave., (Rear) © Suite 506 © Norristown, PA 19403 





ALL AMERICAN AMUSEMENT, INC. 
THE CUSTOMER COMMITTED COMPANY 


PINBALLS 


Addams Family ..$2095 Indiana Jones 
Demolition Man .. Simpsons 

Dr. Who Tommy 

Fish Tales Twilight Zone .. . .$1700 
Hurricane Whirlwind 


Skee Balls (10’ & 13’ From) $1000 
Super Shifters (4 & 6 Pl.) CALL 


.. 62295 


Rock ‘N Bow Like New .$3195 
3 Roll Downs (Baytek)ea. $1100 
Shoot to Win 2 Hoops . .$1550 
Simple Simon 
USED SITDOWNS 
G-Loc Deluxe s/d . . .$3850 
Hang On s/d 
Lucky and Wild s/d . .$3700 
Outrunners s/d Suzuka 8-Hours II s/d $8800 
Race Drivin s/d ....$3100 Turbo Outruns/d ...$2650 
EQUIPMENT OF ALL KINDS 
7 Days a Week, 9:00 A.M. to 11:00 P.M. (CST) 
Purchase 4 or more games, get free delivery within 300 miles 


(405) 672-8909 Fax: 405-672-8628 


5016 S I-35 Service Rd. ¢ Oklahoma City, OK 73129 


The Four-In-One Carousel 


by VENDESIGN, is the best value on the market... 


Racin Force s/d .... 
Starblade s/d 


This four select, 18-gauge steel, bulk candy, nut and 
gum machine is equipped with 4 separate removable 
canisters for easy loading and cleaning. Each compart- 
ment is fitted with its own removable, 
metal coin mechanism which rejects 
nickels, dimes and penny’s. The 
quarters from each of the four com- 
partments are deposited into a 

removable steel, locking coin bank ! 


~ e Extra FREE coin bank with machine. 
Rotating head on steel ball bearings. ~ 
Equipped with a 1/2 inch rubber OPE 


gasket in the lid to preserve the 

product freshness ! 

Displays 374 square inches of product 
in 4 large air tight canisters. ail 
Occupies about 1 square foot 4 
of floor space. 


Removable 
locking 
coin bank ! 


ONY 
UNW, 
aa “o 
EXCLUSIVE DISTRIBUTOR 
“NOW AVAILABLE” 4ing stW 


All Brass Plated Machine 
for Upscale Locations ! 


Area Distributor 
Inquiries Invited ! 


762 Middle Country Road, Selden, L.I., New York 11784 
SHOWROOM: (516) 732-3100 © FAX: (516) 732-0094 


PLAY METER 


DARTS 
WHY PAY MORE? 
Arachnid Model G300 « Super Six +2 


“The Players Choice” 
$775.00 


Auto-Photo Studio Model 14 
Not Working-But Complete 
Make an Offer 


Pokers-Complete Games or Boards Only 
Cherries From $700 


Rowe CD-51A - $3295 
Xceptionally Clean--Street Ready 


NSM - Concert 240 III $900 
w/DBA & Remote 
Very Nice - Street Ready 


Rowe 447 -- Cold Food 
Mars 10 Price -- 110 Select 


$800.00 


Stansfield Vending, Inc. 
P.O. Box 157 « La Crosse, WI 54601 
Call Max ¢ 608-782-7181 


Quality 
Assorted 
Toys for 
Crane 
Machines 


wo) A HOTAUE 
$100.00 DISCOUNT 


250 Toys Free If You 
Buy 5 Boxes 


CBMG)6 Best Mfg. Co. 


414-547-5051 « Fax 414-547-0905 
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EE ET -a 


DISTRIBUT IN 


THIS LIST REPRESENTS A SAMPLE OF PRODUCTS OFFERED 
VIDEOS PINBALL 


CAPCOM = Street Fighter the Movie BALLY = Iheatre of Magic 


NAMCO = Ace Driver V0 eee meen eal 
NAMCO = Cyber Cycle WILLIAMS = No Fear 


SEGA = Daytona Twin 
SEGA = Sega Rally REDEMPTION 
SEGA = Virtua Cop BROMLEY = Turf Champ 
_ : 1.C.E. = Cyclone 
WI pore e paararhly o : LAZER-TRON = Wheelin-N-Dealin 


SEGA = Sonic the Hedgehog 
WILLIAMS = Mortal Kombat III SEIDEL = Smokin’ Token 
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seein 25825 Via Lomas Unit 206 
; Phone :{7 14)83 1-5760 
o Rock solid construction Fax : (71483 1-5985 


o Plywood base 
o High density particle board Super NOVA Arcade System $450 
o Large control panel and marquee a —e 
(Lexan covered) Le ee e® : 
o JAMMA ready and 15A power 
supply 
o Brand new 25" Wells-Gardner 
RGB monitor 
o Front cabinet corners protected 
o All ultimate joysticks and push 
buttons (Perfect 360 Optional) 
o Optional Select buttons to select 
multiple JAMMA games 
o Optional interface boards to convert 
o A totally portable Arcade System 


home Neo.Geo Byone ts to MVS system o Perfect for testing or servicing a 
o Optional Turbo functions for all JAMMA board 
























individual push buttons © Two individual single controllers 
o Optional interface kit to use Super o Built-in 4" speaker with coinl1 and 
Nintendo, Sega Genesis & Saturn, coin2 buttons 






o Clean A/V, S-Video, & RGB signals 
Sony PSX, Ultra 64, 3DO, Jaguar, and are all standard (cables included) 


Neo.Geo CD as an Arcade System ! o Powerful 15A DC power supply 
o Full One year Parts and Labor o Full One year Parts and Labor 


*** We are the NEO.GEO Specialist * * * 

o Convert home cartridges to MVS 

o Convert home system to become MVS system (complete with Coin1/2) 
o All new MVS cartridges (Samurai Shodown 2, Double Dragon,..only $350) 
o Engineering Services available (PCB design/layout...) (Call for your needs 



















Brand New 25" System 








WILLIAMS, BALLY or DATA EAST / SEGA Pinball 
circuit board repairs. Free estimates. FAST service. 


| . & 512-447-8888 VOICE 
Two Bit Score & aa 12-447-8805 FAK 
4418 Pack Saddle Pass te aN: e-mail to: twobit @ io.com 


° World Wide Web order page: 
Austin, TX 78745 


http://www.io.com/~twobit 
COIN DOUBLER allows 25¢ play on ‘ 

Soong only pinball, $80, 647 $100.| © Ms.PACMAN STUFF: @ 
© RGB to NTSC converter to drive any | ABC kit converts your PACMAN into a 

TV set from a video game. $199. Ms. PACMAN. Includes a new cable, 
© YOGI kit drives a ticket dispenser satelite board and speed-up. $100. 

from any video game. $130. Ms. PACATTACE: A plug-in kit that 
© CREDIT ACCUMULATOR kit allows re-arranges the walls of all the mazes 
higher pricing on kiddie rides, in PACMAN or Ms. PACMAN $100. 
pinballs, anything. Replaces the | SPEED-UP For PAC or Ms.PAC $25. 
mechanical coin counter unit in | Control panel overlays: $20. @; 3 / $50. 
photo booths. $99. @; 3 / $269. Ms. PAC 40 pin ribbon cable: 4/$25. 
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NEED POKERS? WELL, WE HAVE THEM!! 


PLUG INTO 
8-LINE 


HARNESSES 
WO 





Call For Pricing And Awvailability 


UARTERMASTER 


5499-1 Murfreesboro Rd., LaVergne, TN 37086 Ph: (615) 355-9681 Fax: (615)355-0213 
Toll Free 1-800-955-9681 

















imp» \When CHANGE for the better is what you need, call - 


Se 499-1 Murfreesboro Rd., LaVergne, TN 37086 Ph: (615) 355-9681 Fax: (615)355-0213 
—_ Toll Free 1-800-955-9681 


KIDDIE RIDES * POOL TABLES * FOOSBALLS * DRAW 80’s 
PINBALLS * PUSHERS * OMEGAS * CRANES * VIDEOS 
DARTS * MERIT & GTI’s 


= = EE ~, - - wy ; —— oF 33 iy " = 
= gs as P i: ee 
; ” ~ eed ~~ “a 7 P' ¢ . i ; ca ; oe 
\ - Ny z r y HERRYC OM A STEP | | agi Wh ” ra 
SEE A y } & pad a Ls bs 
CUCvoyv Prewite o ’ of wes <b 
ppc } . ‘ 
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rs } a : / 2 
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1 4 iit 
: > mal } | 
ee ESE | ey Ia t ; oe ater omy ine WE: | 
> ae i i A ; ] 
Aa Sees eV 4 i *s, 
- " é ' d 
= ae if = a. . 
— | - ‘ ; 1 ; = 
menaee om |) 
lon sat A at eeibiecsh 
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COMPLETE GAMES STARTING AT $1095.99 
KIT READY GAMES $699.00 


Give New Life To Any Video Game 
SINGLE GAME PROGRESSIVE BONUS 
FLEXIBLE * EASY TO INSTALL * BONUS POINTS AWARDED ON SCREEN 


WE TRADE ALL 


CABINET 
FOR ANYTHING SIZES AND 






SUPER, 
CHERRY MASTER. 
CHERRY ANGEL 
SKILL CHANCE 
MAGICAL ODDS 






ADVANCED 


REPLACEMENT 
WARRANTY 






*PINS*VIDEO* STYLES 
*JUKEBOXES* AVAILABLE 


* VIDEO GAMES 
MORTAL COMBAT * MORTAL COMBAT II * NBA IAM 





TECHNICAL ASSISTANCE AND QUANTITY DISCOUNTS ARE ALWAYS AVAILABLE 
*ASK ABOUT OUR FREE DELIVERY PROGRAM* 


1-800-955-9681 1-800-955-9681 





















EPROMS 


C&P DISTRIBUTING 
TEL: 219-256-1138 
FAX: ____ SAR aIpaerEES 





Chip Kit available to sn 
Cherry Master to Master Poker! 
Call 800-517-7711 





Play Up to 100 
Coins, 
Winner's 
Double Up, 
Printer or 
Hopper. 
Optional Bill 
Validator. 
Ideal for 

S. Carolina, 
Latin America 
& Overseas. 


$1,87 5-$2,500 
FOB Las Vegas 
Call or Fax Us TODAY! 


OFFICE (702) 263-3600 
FAX (702) 263-3636 
ITS, 901 Grier Drive, Suite B 
Las Vegas, Nevada 89119 
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BIRMINGHAM VENDING 


Your One Stop 
Shop For Coin-Op 


SUPER COUNTERTOPS 
SUMMER SPECIALS 
U.S. Games Bar Brains 
$549 & Up 
Merit Mega 30 Pushbutton 
w/Solitaire and Run 21 
$799.00 
Merit Run 21/Solitaire Kit 
Tales) delet 4 
i (ote Fis fo) lol a ee) e lal d=) ade) eo) 
Tami aelel 4 
/{\ oe] g Glo) o}-trs ©] a=) a od (-1e=) 
Closeout--Call for Price 





GOMIOCR i iéawe Sense ee ee Ea 3399 
SD t00 & dbewe henna ceeees 3599 
C1008 sh cdkcewsck vee sass 3799 
BOO 0 se deeew ss Ree ERS CALL 
MA Suh eee Oe SE ew 2999 
PIS 60 eas bs Re Re aE 549 
Ol s2t bhi rds eure eeee ee 699 
MAG: Soa deceased hee teks Renee 699 
POO 2S ee eb eek Beedeeeeaaee 899 
Ob (avec teed mans chai eeres 999 
M-S1 COMBO 26 ci eaa ven ecws 1599 
So a ee ee ee ee ee 1099 
F-O2 COMDO .iccseceveeves 1799 
9S COMO ..ciavicen ee 1999 
Double Dragon ............ CALL 
Art of Fighting lnk iacawxwavds $99 
Art Of FIQNUNG «isk ceves es aens 79 
Baseball Stars Il ............ 199 
BUMing FIO «cas chee oe ek es 89 
Andro DUNOS cca c esc eee ewes 199 
Galax FIOM <2cd% vend cae mws 299 
POPS 65 64bh45S os ee Ke ED 99 
WOOD 5662 cee cived ea Rhons 29 
Fatal Fun 6aick ceaea ewes CALL 
Fatal Fury Special ........... 179 
Football Frenzy ............. 199 
Gururin (New) ...........008. 99 
Mutation Nation .............. 49 
Samurai Shodown ........... 199 
oe ol re ee a ec ee 99 
16D MURIO 2.<5c kee e 640 R SRS 199 
World Heroes ............... 49 
World Heroes ll ............. 149 
World Heroes Jot ............ 179 
Street Slam (New) ........... 399 
Savage Reign ............. CALL 






Ki ial 
Eagle Shot Golf «see ee ka seas $899 
Ee OWN sao Wake een nee wade 899 
Killer Instinct Kits ............ CALL 
BOC, «esse cat eawucwatenen 299 
Lord of Gun (new) ............. 699 
DarkStalker B Kit.............. 699 
DOIKSMIKG! 6.06 ia wsiww se mana wae 999 
Dungeons and Dragons ......... 899 
Sree PISnter U ask bwda ks we eee es 399 
Super Street Fighter ll .......... 899 
GRO OT DOOM «.6cascadaceewd as 199 
TORO acce eae sewed ees huads NEW 
Super Off Road Bd. Only ........ 299 
Great Sluggers (NEW) .......... 599 
Capcom X-Men.............. CALL 
N 
Maverick (New) ............ 2499 
Freddy Krueger (New) ......... 2399 
Frankenstein .............. CALL 
Baywatch (New)............ CALL 
RON os. oe ks ce Oe ww Se eS $1499 
Stargate (New) ............ CALL 
WUPESSIG PAM. 6.64: 0 5s eee wie 1799 
OE, WENO ck ee-k Revadea ces ds 1750 
Guns and Roses ............ 2599 
Cue Ball Wizard ............ 1599 
TOUNOY 6 6-c4 5 6484 4GHR ROH 2099 
PIAVOOY oo ois ain 6 ab See ee Be 899 
Rocky N Bullwinkle .......... 1599 
Last Action Hero ............ 1899 
HOM tac wee eos oa dae wea 1399 
Weide IDOL -« 6's 4.4 de oo ew 949 
POO! SNGIKG «v0 ssa sea beweas 899 
IGT VAIS 6 tbe dkeaw cea eee 1499 
Lethal Weapon lll ........... 1499 
TG SIMPSONS 2. bec cn e ea 899 
GlIOGISIGIS: bcc cr dine cae caves 1699 
Williams Slugfest ........... 1599 
Williams the Machine ........ 1399 
Mario Mushroom World ....... 1799 
RAO 62K GENER Seah ee $599 
ARA Super 6+I1 w/New Target ........ 799 


ARA Super 6+II w/New Tgt. & Top Mon. .899 
ARA Super 6+I| COORS w/New 


Target & Top Monitor ............. 899 
PIN RY | veeeear eee enw eeeeuas 1799 
Merit Premier Pubtime .............. 799 
MOM PIRRONG 6sccbea cn wes wae aes 799 
Mert PUNNNG 242 6 csc iueeuiesees 999 
Valley Cougar Dart Non-Fold Down .. . .1199 


Y SPECIAL ARRANGEMENT 


B.V.C. Has a Large Selection of Quality 
Redemption Equipment Available for Sale 
Including but not limited to: 


Meltec-Big Mouth and Knockdown, Skee- 
Balls, Whac-A-Mole, Melody Mouse, 
Trash Can Alley, Skee-Ball Tic-Tac-Toe 2 
Plyr., Hungry Hungry Hippo, 1/2 Pint 
Frenzy, Cracky Crab, Wacky Gator, 
Awesome Rat, Big Bertha, Smart 
Chuckles Jr. 1 Plyr., Skee-balls 10 and 
13 Foot, Kiddie Rides 


BIRMINGHAM re co. 


Established 1931 


540 Second Ave. N. ¢ Birmingham, AL 35204 
(205) 324-7526 
SE-800-238-8363 


4542 L.B. Mcleod Rd. * Orlando, FL 32811 
(407) 425-1505 
FL-800-330-1233 


National Toll Freee 800-288-7635 « Fax (205) 322-6639 
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Metal "Casino Style" Cabinets Round Top Cabinets 


19" Wells-Gardner Monitor-Polished Chrome Cabinet Casino Use Capabilities 
JCM or Mars Bill Acceptor-230W Power Supply Call Attendent and Winner Dome Light 
Printer or Hopper Compatible Sit-down or Stand-up Versions 





¢ herris 





Mars Gold Level Distributor 
Wells-Gardner Distributor 
Complete Wood Games 
Coin Entry and Bill Acceptor Compatilble 
9"-19" Versions Availble 
Configurable to any Game 
AFFORDABLE !! 

KEVIN SHARP ENTERPRISES, INC. 1-800-624-3779 
2335 SOUTH PARK DR. (615)895-9099 
MURFREESBORO, TN 37129 FAX: (615)895-9184 
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High Performance, Security 
and Reliability From 
Kevin Sharp Enterprises. 


Authorized Distrioutor of Mars Dollar-Bill Acceptors 








Mars Electronics International Mars Electronics International 


GL5 Series Bill Acceptors § VFMS5S Bill Acceptors 







> Heightened Security > Programmable 
> Superior Performance » Lighted Bezel 
> Fast Bill Transport P Built-in Diagnostics 


rae Sharp 1-800-624-3779 


615) 895-909 
ENTERPRISES ,. tee. ( ) slp 


264 River Rock Blvd., Suite B, Murfreesboro, TN 37129 Fax: (615) 895-9184 
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KEVIN SHARP ENTERPRISES 





PRESENTS 
at SPECIAL & WAS 
SUPERIOR joeumaaastae | UNIQUE 
GRAPHICS DOUBLE-UP 





POTENTIAL —_——— 
hee FEATURE 
INDICATOR 





SPECIAL PAY LINES 
EXCLUSIVE DISTRIBUTOR !!!! 


i-800-6-C1CQ2RY 


KEVIN SHARP ENTERPRISES, INC. _ 1-800-624-3779 
2335 SOUTH PARK DR. (615) 895-9099 
MURFREESBORO, TN 37129 FAX (615) 895-9184 
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LIGHTING SPECIALISTS 


Manufacturers of Chase Channel, 


Halogen Tape Light & Architectural Light- 


ing. Direct Importers: Rope Lights, Belt 
Lighting, 24V Tapelight, Bendable Neon- 
Like Products-Solid State & Mechanical 
chasers. Bulbs all kinds. Quick Service 
with dependable continuing interest 
in our Customers. 


ACTION 


LIGHTING, INC. 


800-248-0076 


POKER 
BOARDS 
800-966-9873 


Eldorado Games 


Flat-Rate 
Board Exchanges 


e Videos--from Space Invaders 
to Champions 


e Pinballs--All Bally, Stern, and 
early Williams 


e Hard-to-Find parts available 
including manuals & 
schematics 


Low Rates 
Fast Service 
Core] | Mite), 
fo) gs foime (I ley a= 


714-535-3500 
(**new address**) 
911 South East St. 

Anaheim, CA 92805 





PLAY METER 


Advanced Technology Distributors, Inc. 
201 E. Pearl New Lisbon, WI 53950 


(608) 562-5888 


Reconditioned: 
Full Court Frenzy Il 


Videos (Partial List): 
Turbo Outrun 
Thunderbalde (Mini) 
Terminator 2 (Guns) 
Operation Wolf (Guns) 
Steel Gunner II 
Beast Busters 
Street Fighter II 
NBA Jam 
Drug Wars (Laser) 
NBA Jam Tournament 
Mortal Kombat || Dedicated 
Cisco Heat 
Double Axle 
Primal Rage (33” Monitor) 

Sit Down Videos: 


Wurlitzer 
Distributor 


New Pool Tables In The Box -- 
$1650.00 


New: 

Brand New Seeburg Neon-CALL 
New Wurlitzer CD Players--CALL 
Digital Disc 1812--$2995.00 
Panther--$3895.00 
Cherry Master Games--CALL 
Purple Haze (Pushers)--$2495.00 
Robo Claw (Crane)--$2995.00 


Turbo Outrun 
Hard Drivin 
Race Drivin 


Enduro Racer 
Road Riot 2-Player w/Roll Bar 


Maverick--$2495.00 

oye Simpsons--$1095.00 
Reconditioned The Machine--$1350.00 
Pins: Jurassic Park--$1750.00 
Indiana Jones--$2195.00 


Guns and Roses-- 
$2495.00 
Run House--$1450.00 
Star Trek--$1350.00 
Twilight Zone--$1950.00 


Toll Free 1-800-556-5888 Fax 1-608-562-5889 


Local Calls Dial (608) 562-5888 


Dudley's Kiddie Rides 
Safe--Sound--Secure 
American Made “In The Deep South” 

Not U/L Listed but We are Irying! 


IN BUSINESS SINCE 1964 














KIDDIE AMUSEMENTS 


P.O. Box 939 ¢ Florence, MS 39073-0939 
Sales 800-647-6460 
Gossip 601-845-7501 
FAX 601-845-8338 
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TECHNICAL TRAINING FOR Textbooks - Videotapes 
OPERATORS AND MECHANICS — - Llassroom Instruction - 


Randy Fromm's Big Blue Book of Really Great Technical Information — $39 95 


All-You-Need Beginning Electronics for Operators 2 tapes ——$ 79.95 
Basic Videogame Troubleshooting $ 49.95 
Diodes, Transistors and Other Semiconductors 2 Tapes $ 79.95 
Easy Pinball PC Board Repair $ 49.95 
Conventional Power Supplies (used in pinballs and monitors) — $ 49.95 
Videogame Monitor Repair Made Simple 3 Tapes —— ———. $109.95 
Switching Regulator Power Supplies $ 49.95 
Videogame Conversions $ 49.95 
Using a Digital Multimeter $ 39.95 


How to Use an Oscilloscope $ 49.95 


Package Deal. All videotapes in this box plus the Big Blue Book $550.00 


yeas, 
tay: 


‘5 
“ 


Servicing Bill Acceptors $49.95 RANDY FROMD'S 


Hab mecteaes ._ For a FREE info-pak 
Servicing Video Lottery Printers Vol. 1 NCR —— $49.95 e  coll 800.484.9892 
Servicing Video Lottery Printers Vol. 2 TDC —— $49.95 a ei 
Understanding Digital Electronics -2 Tapes ——— $79.95 _ When the computer 

SCHOOLS 


RET E EOS NIRS SS BNO 
PEREN ROT SESS OE 





Microprocessor Systems and | asks for gour code, 
Microprocessor Troubleshooting - 2 Tapes a 
Servicing XY Monitors —____ = $39, 4 press ENFOETOSE) 
The Business Side of Redemption 95 EO er eee Saad . 

Servicing Rowe Bill Changers ——————_ $19. Educating “The Coin-Op Industry Since 1980 


COD orders gladly accepted. Remember to add $6.00 shipping & handling to all USA orders. 


This is a five day program. It’s a practical, 
hands-on repair class that’s designed for 
’ operators, route mechanics and shop service techs who are looking for a quick and painless way 
i Ex to slash downtime by making a dramatic improvement in their repair skills. 
mt oo 


Randy Fromm ___ You'll get the most out of the class if you already have a bit of experience working with games. 

| don’t waste valuable classroom time covering simple things like joysticks, buttons or coin 

mechanisms. However, you do NOT need any previous electronics training. The main thrusts of the class are: How to 

use a digital multimeter to test circuits and components, step-by-step amusement game troubleshooting, power supply 
repair and monitor repair. 


You'll be amazed how interesting and easy it is to fix games. You'll learn to perform repairs down to the 
component level and you'll work on monitors and power supplies during the “hands-on” portions of the class. 
This is NOT an advanced class that will be over your head. This class teaches you to quickly identify the problem 
in a game, repair it and get on to your next location or repair assignment. Call today for your FREE info pack! 





Randy Fromm's Arcade Schoo! 1944 Falmouth Dr. El Cajon, CA 92020-2827 TEL 619.593.6131 FAX 619.593.6132 
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PCB.’s | American Lock Company 


MODEL 2000 a ae enc 
AS LOW AS $ 17.97 —————— < 
10,000 BOARDS SHOWN WITH 825 HASP ‘ae j /aemeve-\’ SERIES H10 
CALL FOR LIST : \ | ‘90% cm AS LOW AS $ 13.17 








C&P DISTRIBUTING 5/8" CAMLOCK — 
; AS LOW AS $ 3.01 . SECURITY BAR HASPS 
TEL: 219-256-1138 7/8" CAMLOCK | 4-1/2" AS LOWAS $ 1.27 
FAX: 219-256-1144 AS LOW AS $ 3.22 \ ee AS LOW AS $ 2.45 
1-1/8" CAMLOCK tena " AS LOWAS $ 2.69 
AS LOW AS $ 3.43 Sp. 4" ASLOWAS $ 3.98 


HASPS 

825 AS LOW AS 
875 AS LOW AS 
885 AS LOW AS 
525 AS LOW AS 
535 AS LOW AS 


NO. 1 AS LOW AS $ 5.69 
NO. 3 AS LOW AS $ 4.83 
NO. 5 AS LOW AS $ 7.17 
NO. 7 AS LOW AS $$ 4.13 


$ 4.95 
$ 3.39 
S 3.87 
$ 4.53 
$ 4.53 


OF THESE INNER CYLINDER LOCK 
AS LOW AS $ 5.39 
44900000004 


SHROUDED PADLOCK SERIES 700 nn 
MODEL 5300 AS LOW AS $ 14.54 ) \ 
\ 


AS LOWAS $ 18.93 a SERIES 702 
UP N MODEL 5360 blown AS LOW AS $ 13.34 


SOPEEGERESH AS LOW AS $ 22.05 


€& INDIANATICKET & - SEND US A KEY - WE CAN KEY ANY - 99% OF ALL AMERICAN ORDERS ARE 
PADLOCK OR CAMLOCK TO YOUR # - SHIPPED WITHIN 24 HOURS - 


PATT CORPORATION 800-621-4418 
1335 S MICHIGAN AVE _CHICAGO IL 60605 312-939-7616 


Pachinko 


Direct from the Ginza in Tokyo, the 
authentic Japanese pachinko machine. 
These are completely reconditioned 


oe BI original commercial machines actually used 


OR LESS in pachinko parlors. In this classic game of 


skill, flashing lights and sound effects 


MUNCIE NOVELTY CO. abound as you flip balls through wheels 


unc PH: 800-428-8640 and a maze of pins to hit the jackpot. 


Manes, FAX: 317-288-3434 Machines will vary slightly. | 
Dealer Cost Piast 


3 OS == 


Sug. Ret. $399 90 DAY WARRANTY 
Almost 2 ft. by 3 ft 





THIS MONTH 


MORTAL KOMBAT II 375 
PACHISLO SLOT MACHINES 


Token Playing 3 —_ Pe.tish term preesing re 

Slot Machines,  "“ontme DIRECT 
with Lights, 

Music, and Skill 

Stops! 

e 90 oy Cereny Approximately STH2O1/4Wx14-D, (90ibe.) 


e Five | ae Se eee) Waeee: Se ' 
* Lights flash and music _Presgigralconmeraa masiras acu ed 
ys flashing Iights and sound effects abound. 
C&P DISTRIBUTING ° os off in tokens UNITED STATES DISTRIBUTOR 
TEL: 219-256-1138 IMPORTERS reper TELEPHONE (214) 368-1359 


FAX: 219-256-1144 a DISTRIBUTORS FAX (214) 692-0914 
————— weary, SINCE 1951 = 44.440 No. Central Expwy. ¢ Dallas, TX 75243 


MORTAL KOMBAT 125 


TRADE IN 

YOUR OLD 

BOARDS: 
"CALL FOR DETAILS" 


KILLER INSTINCT CALL 


UNO AV 


MORTAL KOMBAT 3 CALL 
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CGI Manufacturing & Distributing 


aol 
“Espa 


(a California Games, INC. Company) 
1235 E. Francis, Ontario, CA 91761 


Sey 
ab 
“Spanoy" 


(909) 930-5828 Fax: 909-629-4090 


BEST BUY THIS MONTH!!! - NEW! 19” Cocktail Tables Only...$695.00 





25" VIDEO GAMES 


(Shopped Out) 
NEO GEO (Sam. Sho) ......... $999 
DarkStalker ...............005. 999 
PUNISNON wa ccicewcacdewes eeu was 795 
Sunset Riders .............005. 895 
Hoel) Avecer che vihine vee acns 895 
NEO GEO Aero Fighter2 ....... 1125 
1000 Mile Rall¥ ..cccsassneenes 1550 
BRAND NEW 33” 
NEO GEO “Turbo” 
only $1,774 


(choice of colors) 
33” Complete Video Games 


(NEW) 
WORMON . os.h wv bbveedkbeswamars $3245 
Killer Instinct .....c40cesaceucs CALL 
Mortal Kombat3 .............. CALL 
Neo Geo/Samurai Shodown Il . .$1995 
Neo Geo/Bust-A-Move ......... 2075 
St | se a cara 1745 
Neo Geo/Aero Fighter2 ........ 2050 
PONMGNS. ¢ bad cawoce s desma mes 2695 
52% DISCOUNT 
ON SHIPPING ANYWHRE IN 
THE UNITED STATES 


CALL FOR PCB & KIT 


PRICES! 
After you have called 
everyone else, call us! 


NEW & USED 
PINBALLS 


SELL ¢ SERVICE ¢ TRADE 





WE TAKE TRADE-INS 
Why not trade in your old pinballs 
and PCBs? 
We have financing for you!! 


Turbo Cabinets in 
13”, 19" 27", 33" & 38” 


COMPLETE 25" TURBO 
SYSTEM CABINET SPECIALS 


°955.° 


THE ABSOLUTE 
BRIGHTEST 
COLOR & BEST 
PICTURE 
AROUND!!! 
New 4-Player 
Cabinet - $995 


Available In: 
Red, Black, 
Blue, Gray 

1 YR. PARTS 
& LABOR 





The “CGI TURBO” Cabinet 


AFTER YOU'VE TRIED THE OTHER 
CABINETS, GET A REAL CABINET! 
BUY A CGI-TURBO TODAY!! 


CALL FOR OUR 
CATALOG FEATURING 
OUR NEW LINE 
OF CRANES AND 
CABINETS 





CGI-TURBO SYSTEM CABINETS 
CGI-25 25" 2-PLAYER .......... $955 
CGi-25 25" DELUXE ...........:- 995 
CGI-33 33” SYSTEM CABINET ... .1395 
CGI-38 38” PEDESTAL CABINET . .2250 


CGI-CT 19" COCKTAIL TABLE ..... 695 
CGI-MC 25” MINI CABINET ....... 895 
CGI-BT 13” BAR TOP ............ 595 


NEO GEO SYSTEMS 


4-SLOT 


COMBO DEALS 
1-SLOT/SAMURAI SHODOWN II .. .CALL 
1-SLOT/Bust-A-Move/Puzzle Bobble .$725.00 
1-SLOT/AERO FIGHTER 2........ 599.00 
1-SLOT/SUPER SIDEKICKS 2..... 599.00 


CALL FOR TODAYS COMBO DEAL! 


NEO GEO CARTRIDGES 
Bust-A-Move/Puzzle Bobble .$300 


Samurai Shodownll ........ 290 
Samurai Shodown ........... 49 
King of Fighters 94 ......... 275 
AGO FIGNIGIS. 2 -iceea eed de os 220 
Super Sidekicks 2 .......... 220 
TOD TIUIMG! 6454404 3-s 0 cele 245 
WING JOMMGE 6 «ese dane tae 170 
World Heroes Jet........... 170 
Karnovs Revenge .......... 150 
TOP Plavers GO x ive cw wa es 140 
Spin MASIOr 2k cs seer awe vas 130 
PCG PIORG: 4.42.4 26440. % ge eS 130 
Pe as de Soe MRE RRS 130 
Super Side Kicks |.......... 130 
Ninja COMMANGO «5.4. c eens 20 
SUMING FIGNT ss ee ck nace eves 20 
Ninja GOMDat 5 cc cic ucwwv awe 45 
$Crmessed SWO 2 sks cekewcees 20 
FU DOTUID: «2.2 side Oo ha ka 0 oO 20 
NAM FO 2c cive nee Coded euoas 25 
SIGUEMGH gicnewan eRe eee aes 25 
At Of FIGNUNG 64400000440 % es 20 
Pale PUNY: csc sce oe eeda ei estes 20 
Po) FIOY Ns eee was hemes & es 20 
Mutation NatvOn .4 6% civ ea wees 25 
> GOUNL DOU is cee eoad es bes 20 


ALL PRICES ARE SUBJECT TO CHANGE AND AVAILABILITY 
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Looking ior a 
“PUN TASC 
eqreer? 


Growing national indoor amusement 
. company seeks dynamic, 
results oriented and mechanically 
inclined MANAGERS for family 
entertainment stores throughout 
the continental U.S. and Hawaii. 
" Excellent advancement opportunity Call 219-256-1138 


with a competitive wage & 


MK I 
MK II 
MK III 


Moetal kombat II kits , ETC..... 


2aEdoar Nm gs 


benefits package. Experience in ¢ 
_ the amusement industry is a must. 
Join the FUN & be part of the 
Fun Factory team! 


Fax or mail your resume and 
salary history to: 
Human Resources Director 
Fun Factory, Inc. 
91-246 Oihana St. 
Kapolei, Hl 96707 
Fax: (808) 682-4016 
An Equal Opportunity Employer 


| REDEMPTION TICKETS 


TICKET SIZE 2 x 1 5/32 .010 TAG 


kkekk& |) 0000000000 
rails died ata COUPON é ONE COUPON ie 
weeps THCET ® puns NORET 


@ sowurcur @ 


STOCK TICKETS AS SHOWN ABOVE 


UNDER 300,000.......$1.25m wieght 
OVER 300.000 81 00%, STOCK TICKETS AVALABLE 
PORTABLE 


com counren ss v1 CUSTOMPRINTED | 
Menvai200 velit = | 160,000 to 480,000.......91.60m 
°10V Girma | f 480,000 to 1,000,000....$1.10m 

fer 1 1,000,000 or More.....$1.00. 


ALL PRICES PER 1000 


FREE FRONT SIDE PRINTING!!! 


rr eee e Inexpensive | Add $28. OO for Printing 2 Sides 
e Lightweight (only 10 Ibs.) | Packed 60,000 Per Case 


e Counts up to 1500 coins per minute 


; rascal Case Weight 38 Lbs. 
‘ ie pr peaarentlo eit 8 Colors Available: Gray-Pink-Red-Blue-Green-Yellow-Orange-White 


® eoubeke nauded Mi U N & t E N OV E LTY C O m 


* Very useful—very convenient in ORDER P.O. Box 823 Muncie, IN 47308 FAX 
all locations TODAY! = Ph. 800-428-8640 Nationwide 317-288-3434 


Write or Fax For Prices, Muncie Novelty Co. Exclusive Sales Agent for Indiana Ticket Co. 
Details and Catalog Manufacturers of Quality Tickets for Over 50 Years 
R.H. BELAM CO. INC (Roll Tickets Also Available) 


1 Fulton Ave. ¢ Hempstead, NY 11550 
Tel.: (516) 292-2670 
Fax: (516) 486-0957 
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call for 


See 
© What 
a ae ochure! talkine. aber is 





VISA 








Witaeitee 
Teanes see 


ames, Inc. 





nate a 
New Location 1- -848-023 
New 8-Lines starting LARGE 


at 1095.00 delivered Inventory of new & 
used Equipment 


Low Overhead, Low Prices 
Quality Service, Satisfaction Guaranteed! 












Single Progressive Games 


Vj 
print “Kets 


Mars, Wells Gar dner. Power Master, JCM, HSV-300 
Large warehouse of used equipment at auction prices 
Call for updated list. 


Electrosports e Pool Tables « CD Boxes 
Dart Games 


Our selection cannot be beat! 


We are proud of our reputation throughout the industry. 
Again, call and see what everyone Is talking about! 


PLAY METER 181 JUNE 1995 


MONITOR 


GET WELL KITS 


SAVES TIME AND MONEY 
ON MONITOR REPAIRS! 


Monitor repair kits take care of picture 
warping, blacking out, smearing, low 
brightness and brighness problems, poor 
regulation, jail bars, vertical shrinking, 
etc. Call for free technical help with your 
monitor problems. All kits come with in- 
structions and are easy to install. 


WICO DISTRIBUTES GET WELL KITS 


Kit #101: For Electrohome G07-CBO 
19” color monitor. 17 parts. $7.95 ea. 
Wico #36-0243 

Kit #102: For Electrohome G07-FBO 
13” color monitor. 16 parts. $7.95 ea. 
Kit #201: For Wells-Gardner K4600 Se- 
ries color monitors. 14 parts. $6.95 ea. 
Wico #36-0244 

Kit #202: For Wells-Gardner K4900 Se- 
ries color monitors. 15 parts. $7.95 ea. 
Wico #36-0248 

Kit #203: For Wells-Gardner K4800 Se- 
ries color monitors. 15 parts. $7.95 
each. 

Kit #204: For Wells Gardner 13”, 19”, 
25” K7000 Series Color Monitor. 15 
parts. $6.95 ea. Wico #36-0249 

Kit #206: For Wells Gardner 19K6100 
Color XY monitor. Includes caps, resis- 
tors, diodes, and six power transistors. 
30 parts. $14.95 ea. 

Kit #301: For Nintento Sanyo 19” color 
monitor. 15 parts. $6.95 ea. Wico #36- 
0245 

Kit # 401: for Atari Disco 19” color mon- 
itor. 17 parts. $6.95 ea. 

Kit #801: For Hantarex Color monitor 
model #MTC900. 21 parts. $7.95 ea. 
Kit #802: For Hantarex Color monitor 
model #MTC9000. 18 parts. $7.95 ea. 
Kit #910: Nintendo Sanyo color video 
inversion kit. Convert Nintendo cabinets 
with non-Nintendo game boards. 17 
parts. $4.95 ea. 

Kit #920: For Pac Man, Ms. Pac Man 
logic boards. Eliminates hum bar in pic- 
ture. 4 parts. $6.95 ea. 


DISCOUNT! Buy ten kits and take 
Sy Melee) sm =s-loam diem e)al=h' mello. 
guarantee. We pay S&H. 


Electrohome GO7CBO) Replacement 
Chassis (NEW) 94.9 
Electrohome 19” Flyback 
#A29951-B 


2SC3039 ..$1.39 25D1138 ...1.22 
2SD1398 ...3.59 STR3123 ...6.26 
SNOT 16 5260s 1.95 STR38130 ..6.26 
BING OS «00's 1.95 STR30130 . .5.29 


ZANEN ELECTRONICS 


806-795-6337 
FAX 806-793-9136 


PLAY METER 


“We Have the Games People Play” 
We EXPORT Please Try Us!” 


as 
. -— “tess 
wo Veading Corporation 


7909 Professional Pl. e Tampa, FL 33637 
PH: 800-393-VEND (83563) ¢ FAX: 813-980-0097 


PINBALLS 
Rough Rider (Vari-Tech) 
3-Pl. Tic-Tac-Toe (Skee-Ball) 
Skee-Ball 10’ w/Bonus Pockets 
(Like New) 
Skee-Ball 13’ 
Spin-to-Win 
NEO-GEO SOFTWARE 
Art of Fighting 
Samurai Shodown 


Samurai Shodown 2 
World Heroes 


MISCELLANEOUS 
SOFTWARE 
(Most with Headers) 
MORTAL KOMBAT II 
$295 
Mortal Kombat 
Ghostbusters 
Guerrilla War 
Hi Impact 
Painted Lady 
Pit Fighter 


Creature Black Lagoon 
Demolition Man 
Getaway 

Guns & Roses 

Indiana Jones 

Jurassic Park 

Road Show 

Star Trek-Next Generation 
Tee'd Off Golf 
Whitewater 

World Cup Soccer 


VIDEO GAMES 
Daytona USA (twin) 
Killer Instinct 
Lethal Enforcers 
Lucky & Wild 
NBA Jam (ded.) 
Primal Rage 
Revolution X (3-PI.) 
Suzuka 8 Hours II 
Virtua Fighter 2 
Virtua Racing (twin) 


REDEMPTION 
Bouncing Bandit 
Cosmo Gang 
Dinoscore 
Hop-a-Tic-Tac-Toe 
Hungry Hippo 
Mini Skee-Ball 
Rock & Bowl 
Roll for Gold 


SUreeL FIQNVEl WE CLE, csasavteccamuds 60 
World Soccer Finals 


CRANES 


SMART CLASSIC JUMBO DOUBLE & SINGLE PLUSH CRANES--LIKE NEW!! 
(with shelves & extra claw for conversion to watch cranes) 
e Double Crane 
e Single Crane 
Grayhound Single Plush Crane 
Grayhound Deluxe Jumbo Plush Crane (black cabinet) 


MISCELLANEOUS: 


Merit (30-in-1) Countertop Vides (red cabinet) 

Pro Challenge Putting game--Tournament Edition 

Shoot-to-Win 

Quarter Mechs (metal) $2.00 each--while they last!!! 
Redemption Cabinets (floor & wall--reasonably priced) 

.984 Token Mechs Metal-$5.00 each.....Plastic - $3.00 each 


NEW REDEMPTION EQUIPMENT 


Call Paul or Glenda--You won't beat our prices!!! 
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LA Slot Machine Company 


Worldwide Gaming Equipment Distributors 
2663 Manhattan Beach Blvd. *e Redondo Beach, CA 90278 


(310) 297-2600 = fax 310-297-2609 


SALES - SERVICE 
WORLD'S LARGEST 
IN-STOCK PARTS INVENTORY! 


SPECIALIZING IN: 
BALLY, IGT, TDC & SUMMIT CONVERSIONS 


Highest quality reconditioned and remanufactured equipment. 
Over 3,000 new & used games in stock. 
e CASINO DEVELOPMENT 





e SUPPORT SERVICES 
¢ OVERSEAS CASINO SPECIALIST 
¢e CUSTOM PROGRAMMING AND BOARD MODIFICATIONS AVAILABLE 
WE ONLY SELL TO LEGAL AREAS, CALIFORNIA ORDERS FOR PARTS OR EQUIPMENT 
NEWER THAN 25 YEARS MUST BE ACCOMPANIED BY A VALID DEPARTMENT OF 
JUSTICE REGISTRATION. ($25 HANDLING CHARGE FOR ORDERS UNDER $100). 


PACHI-SLO 





SKILL-STOP SLOT MACHINES 





e LASLOT MACHINE COMPANY, The ORIGINAL importers of Pachi-Slo machines, will 
BEAT any competitor’s price on comparable machines currently on the market. 

© We offer the LARGEST inventory, lowest price and best service in the industry. 

e All our machines are fully cleaned and tested, with NEW 24-Volt A/C transformers. 












All machines come with a 90 day limited warranty. Ask our competitors if they warranty their 


As Low As machines. 


$4195, e We offer service after the sale and are capable of repairing all major machine components 
- Cad. (including the main computer board). Our competitors can’t do that! 


BUY FROM THE ORIGINATORS, NOT THE IMITATORS! 
DEALERS: Call now for the BEST PRICES IN THE INDUSTRY! 
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: 


pd 





EPROMS * 





PROGRAMER 
AVAILABLE 


195 


BLOWOUT 
SPECIALS! 


VIDEOS 
Space Pirates 
Starblade Sitdown 
Street Fighter II Turbo .399 
X-men (6player) 
REDEMPTION 


Super Shifter(4 Player)3999 


The Game Exchange 
1590 Alum Creek Dr 
P.O.Box 09598 
Columbus OH 43209 
(614) 258-2933 
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FOR SALE 


Remanufactured Changers 
$1-$5 Acceptance Bulk Load 
90 Day Warranty 
¢ Rowe @ National 


1-800-254-2125 
FAX (616) 452-3319 


3400 Jefferson Ave. SE 
Grand Rapids, MI 49548 


WEST COAST MANUFACTURING, INC. 


Presents 
“The New Revolution Machine” 


The only FDA approved food grade material for the upper and lower bases. 


Advanced Features: 


e BEAVER Coin Mechanism reinforced 
with heavy duty steel brackets 
e Upper & Lower Polyethylene Bases, 
rotational molded - virtually indestructible 
e 23” Lower Base with weighted steel floor 
¢ 18” “Lexan” Globe with security lock top 
¢ Molded $1200 Cash Box — 
¢ Capacity: 3400 gumballs/850 count 
¢ Height: 60 inches | 
¢ Weight: 50 Ibs./UPS Shipped = 
e Colors: Black, Red, Yellow, Blue,Pink or iis 
e Factory Warranty 


Options: Light, Casters & 20” Globe 
We Ship Internationally 


EAST COAST 

7830-B Wiles Road 

Coral Springs, FL 33067 

(305) 752-9096 * (800) 240-5256 
FAX (305) 340-1930 


6837 Canoga Avenue #12 
Canoga Park, CA 91303 

(818) 346-8002 * (800) 298-8363 
FAX (818) 346-8258 
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WEST COAST 


GIANT COIN MACHINE 


PANU] og gfe] b= 


OPERATORS & DISTRIBUTORS-COIN MACHINE CONSIGNMENT 





e JUKEBOXES ¢ BINGOS e FLIPPERS e CRANES 
e VIDEOS e POOL TABLES e PINBALLS e REDEMPTION 


FREDERICKSBURG, VA 
SAT., JUNE 10, 1995 - 10:00 A.M. 


Directions: |-95 to Exit 133 (Rt. 17 North 1 Mile to Building on Right 
Auction Signs Posted 
For Area Info: Contact Bill Rush 410-379-5690 
For Motel Reservations: Contact Holiday Inn Fredericksburg North @ 
703-371-5550 (Ask for Gail for $57.00 Rate) 
*This Auction Will Be Adertised and Open to the Public. 





KNOXVILLE, TN 
SAT., JULY 15, 1995 - 10:00 A.M. 


Location: Knoxville Convention Center - 525 Henley Street - Phone: (615) 544-5371 
Motel Reservations: World’s Fair Holiday Inn ¢ 615-522-2800 
Mention Auction Game Sales for $62.00 Rate 
Over 1200 Games in November--TN Lic. #1623 
OTHER DATES AND LOCATIONS PENDING 





* TERMS-FULL PAYMENT DAY OF ACUTION - CASH, CASHIER’S CHECK, OR COMPANY CHECK WITH BANK 
LETTER OF GUARANTEE (No Exceptions) 

* EQUIPMENT MAY BE CHECK IN: Friday--Noon until 9 PM or Saturday--8 AM until 10 AM 

* Applicable state & local sales taxes must be collected unless you provide a current copy of your Sales & Use Tax Permit 


CONSIGNMENTS LIMITED--PLEASE CALL TO CONFIRM 


AUCTION GAME SALES 


RICK PARSONS-OWNER & AUCTIONEER 





0) Hi 4-)=1 Wd ors} 0) Oto lol 01010) 0M) Goll feta clot ia i Ao 


CALL FOR EXPORT INFORMATION OR TO BE ADDED TO OUR MAILING LIST 
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Presents 
In Conjunction with 


WORLD'S LARGEST DISTRIBUTOR 


ONE DAY AUCTION SPECTACULAR 


SATURDAY, JUNE 24, 1995 
5660 Knott Ave., Buena Park, CA 








SUPER AUCTIONS Joins Forces with 
BETSON PACIFIC to bring you the 
Best Auction of The Decade! 


100' s of Coin 1 Operated Arcade Games, 





LIMITED CONSIGNMENTS WELCOMED 
To Consign Games For Sale, Bring to Auction Site Friday Before the Sale from 10 AM - 9 PM. 
Auction is on Saturday at 10 AM Local Time with Inspection from 8 AM - 10 AM. 
Lic# A2609. ce Surcharge for Visa & M/C. Payment in Full Day of Sale. 10% Premium to Hammer Price. 
Terms - Cash, Cashier's Check, Company Check with Current Bank Letter of Guarantee. 


: " haere Related Seller's Permits Required for Non-Taxable Purchases. Beer 
All Equipment Must Be Removed by 10 PM The Day of the Sale, NO EXCEPTIONS. VISA 
CALL FOR FREE BROCHURE une 


(714) 535-5353 








Consignors SAME DAY 
PAYMENTS! 

Trade In your Games 

at AUCTION. 


2 
2 
sae 
£ San i 
' 


9) 

ry 
Sy 
why 


bs 2 





SPECTACULAR AMUSEMENT AUCTIONS IN 1995 
BEST EQUIPMENT ¢ BEST SELECTION ¢ BEST PRICES 


UAW HALL # 506, 2266 San Diego Ave. 
CALIFORNIA Old Town, San Diego, CA 
BETSON PACIFIC 
| 2a CALIFORNIA 5660 Knott Ave., Buena Park, CA 
National Guard Armory 
INDIANA 3912 W. ae Ge. eae Indianapolis, IN 
ms CALIFORNIA | 2116 E. Walnut Ave., Fullerton, CA sd 
National Guard Armory 
| 9 | PENNSYLVANIA | PENNSYLVANIA 3205 Lancaster Ave., Philadelphia, PA 
New Orleans, LA 
| 30 | SOUTH CAROLINA | Nztion 
Chicago. Area 


7 | ILLINOIS 550 N. Green Bay Rd.. Waukegan, IL 


a? oe CALIFORNIA 2116 E. Walnut Ave., Fullerton, CA 


2740 Highway P, Festus, MO 


National Guard Armory i 
2825 W. Dublin Granville Rd., Columbus, OH 


Big Town Mall 











June 





Aug| 12° 





| Sept 




























TEXAS 800 Big Town Mall, Mesquite, TX 
CALIFORNIA 2116 E. Walnut Ave.., Fullerton, CA 
CALIFORNIA Santa Clara Fairground, Fiesta Hall 
344 Tully Road, San Jose, CA 
FLORIDA National Guard Armory 
504 N. Howard Ave., Tampa, FL 
CALIFORNIA Anaheim Convention Center 
| 800 W. Katella Ave., Anaheim, CA 
x CONSIGNMENTS WANTED * 
TO CONSIGN GAMES FOR SALE: Bring to Auction Site Friday before the Sale from 10 AM -9 PM. All Auctions are on Saturday 
and begin at 10 AM Local Time with Inspection from 8 AM -10 AM. 
Lic# A2609, 3% Surcharge for Visa & M/C. Payment in Full Day of Sale. 10% Premium to Hammer Price. 
TERMS: Cash, Cashiers Check, Company Check with Current Bank Letter of Guarantee. Industry Related Seller's Permits Required for 
Non-Taxable Purchases. All Equipment Must Be Removed by 10 PM the Day of the Sale. NO EXCEPTIONS. 
iF YOU WOULD LIKE TO SELL YOUR USED EQUIPMENT OR COMPLETE ARCADE OPERATION, 
CALL ONE OF OUR REPRESENTATIVE FOR A FREE CONFIDENTIAL CONSULTATION. 


CALL OUR 24 HOUR HOTLINES 
WEST COAST 714-535-5353 _—— 
MID WEST 214-497-1677 VISA 
EAST COAST 813-273-8155 = 


Dixie Narco 
MBA bill acceptors 


Used & Working 


$150 each C.0.D. 
Includes: Control Unit, 
Stackers, and T’Port 


616-245-8255 












S-LINE 
POKER 
BOARDS 
800-966-9873 


Bill Validator & 
Bill Changer Repair 


¢ Hamilton-Factory 
Authorized Repairs 

e Standard System 5000 
Repairs 

¢e Rowe Control Board 
Repairs 


CHANGTEC 
616-245-8235 


3725 S. Division Ave. 
Grand Rapids, MI 49548 


FOR SALE 


Electronic Pins, Video 
Machines, Shuffle 
Bowlers 
Older Models 
$25.00 to $200.00 
Jukeboxes 
$500.00 to $1500.00 


603-659-2899 
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Money Handling Equipment 
and Supplies 
New & Used Available 


Coin & Token Sorting/Counting/Wrapping Aen V7 
Currency & Banknote Counters sf 
Counterfeit Detectors I Ut | 

, faye 
Paper/Ticket Shredders 
Bill Changers for Coins, Tokens and Tickets 


Parts & Service 


Quality and Integrity Since 1925 
Dealer Inquiries Invited 


| 800) 762-7057 
srg Lynde-Ordway a 4 957-1311 


Se FAX (714) 433-2166 


3308 W Warner Ave. ¢ Santa Ana, CA 92704 


CRUISIN or DAYTONA 


Bars Designed For Your Cruisin or Daytona Machines 


This bar is available set-up for a 
standard padlock or our new “Pearson 
Convertalock” 


S-58 CONVERTALOCK 
INCLUDES LOCK 


S-58 PADLOCK 


Om @ Phone or FAX Us Toll-Free At: 


8264 River Rd. SE 1 -800-849- 7 y | 63 


Southport, NC 28461 





LUCKY EGGS = GOOD MONEY! 


¢ Reconditioned Chicken and Flintstone Animated Egg Vendors with 
Warranty--Like New 
¢ Prize-Filled Egg Capsules with Same Day Shipping--Phone for Quote. 


Ct) INNOVATIVE 
800-344-7467 INDUSTRIES, 
FAX (417) 358-1849 INCORPORATED 


2605 Grand Ave. ¢ Carthage, MO 64836 
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M & P AMUSEMENT 


(Phil) 


se Habla Espanol 


658 West Market St. - York, PA 17404 





(Terry) 
(Mike) 


(717) 848-1846 Fax (717) 854-6801 


$100.00 prepays freight on any video game in continental United States 


Coin Scan Coin Counter.................ceeeceees 295 
Kiddie Rides (Amutec) .................cceeeee 1695 
LOthal EMlOrCel vaciiisssssssnssscanssncnssvessasvacses 1395 
WAGETAN PROP IO GUA PRN ipeteatsasisecsenctsnisanatwadsnenns 125 
MOrTal- KOMDAL © DGC, vccacsscssecccvenasdscassnues 395 
Mortal Kombat II Ded. ...............c eee 1295 
PUESA AI LIOG, wsicsuscscineneheavinivwcursacearcaves 1095 
REEF NOMAD vcvrecévcunitzaencdsonuivusaedancaseenwianeons 1395 
Rowe MC-25 Changer .............:cccceeeeeeeees 995 
Rowe MC-35 Changer Kit, Power Supply, 
Boe laacahvduled icwuneRucvaddasaciurscauntaninocndbcniaucs 395 
FIOWE FAG2 COMO vs sitsseseccasscecreicrencnecss 1295 
WG AVION pserancenasvinrcincametwmassaty 495 
Pinbalis For Sale 
POGEINS FEU scissnusvnsnnacincnsnveswerbiaatiaiins 1995 
ALI pusteceurvcntanvnniontsnacancosvesvaseexenenaceevics 695 
RVI oceenincnetneckanreiarensinisemncieninasehaaad 895 
EPO FIO IIOND IMIEANA vice concinicwedcedencecsercmascunoun 2450 
I IGAOE Aci vencansieasciucecnaweavonsequacasanecanenecanes 1550 
BSE CPA co cicscanncicicwice sissmrcecntcediennyewamanieueanes 995 
PE AGUS sc iciinnk ucatwnitanwassancensansasennsariania 1195 
GY PONGS wcocictives aaveinrnononiengeaunseane 1795 
OMG S. cocaigcsaxtipeinseensanmvanestnesamaacdss 695 
USSG PA teciienscscucsacauisshisictpasvoksecunates 1750 
BING VV BADIM cavcsavarcatscseacsncaccvicccenccewnes 1195 
POO) I cccscoicuinccratenaniepiaiaaieazeinian 695 
SUAC(S ORS] 1), | Oe ne on eee ee ere ee 795 
Slar TREK (DEA EASE): iisionssscsccsassseurcaccens 1395 
SUT CL AUC ie ne 2650 
a at Lac doncex een sansancanhcededmumnmieeracnanans 1550 
IGS CI OE Ul iscosssanvtescwsntesvaavanneaemoutas 1250 
SUDET MENG BOS vcaisccscsaxtnausicenacdssspeivansence 995 
TOCHIGI PW ccccrctespatasssatenreavacmaiceins 1500 
MANE sac uacaaseeaeteanacesltenabisbexichaieseickamenpieianions 895 
VVONG CUD SOCC OE vrsscacsnnseanancaxconcescaasianss 2500 
wanted 


Big Choice Triple Crane 
Carousel Chance * Majestic Bumper Cars 
Double Cheese * Suzuki 8 Hours 


Redemption Eq. Specials 


PITRE SMOG casrasiccsarnniasascaduestiientavaneanasxaears 3295 
BS TOU -viccnaxaincanracawsencesivdoneiisenavetenss 2500 
BOZO BASKO Aan naiisasamunamen 1995 
COIN RING ceisicrstsstdvchamin euch edeinieeanenties 1995 
CRACKY Cla ic ssciscsscssscnsisesmeinnavn 3750 
STETIG SINS SiG S sicisisis der crcncineoioccnmnanenas 795 
Full COUP FERZY WIT scisisascsansracnnsseascies 1995 
Knock Down (Like New) ..............::00ccee 1995 
Merlin Magic (6 player) ...............eeeeee 12500 


OD Fy al anhncsitesasnatemumiacie: 2500 
PUSAN FOU irenennnniasvicneninmeanneed 3595 
POSTE OOO is cnaenlcciedtonte tie oalamndvosevs 2500 
PEL AOC Et sidicicstuncommmiucmeennanensens 3395 
BOON VO i ciidsiccasvniserncantnoriasttacns 1795 
Skee-Ball 13” Model H....................000c0e 1595 
NE ORE TON sionacunsiererinnensauasmemuenteds 895 
OA OUI ss ccecisuvastadevinstartanaaiaaacimasetins 995 
DUDS DOI Wicserswnstoananvariniomatnascmies 2500 
ADL  aicccachisiiesteassucaaddenuunvdacuevessvavevetine 1595 
PROACH GIO joins upencemepenuiecdineencsains 3995 


Dedicated PC Boards 


with used accessories 


NBA SAIN TOUT caisscvcisiscarsennasaaisienacceranis 895 
ITAL TROT saceacvimntsaocasinstnensqestvenneste 125 
RIOT NOMI OEY iin csnintincsvssvadwenevenetnaen gener 395 
CHANG IAG veiicciincutsssemsnnentascsewanctadenadates 50 
PRAIA HOG Fa cccsitysnacascetuehonaainseadubuanpliciacamitawede/ceulesattace 50 
Videos For Sale 
TEU DO OTOCS ic sscancrenvcrnmseiseancarscesmimensass 395 
PPE caavascecussdvondwcmuomansacnsmeniensbeceotiansen 395 
PTT OUTINGY Ub racssccctssnenatendasrannsvesveumaseses 395 
PSB GUN s cccrcnncdcavtenavetnnntascumavininuecumaces 395 
GAS USIEIS sntanisntcssrninuosesonancanans 1295 
IG RIN asia cis iarigrop annette sine Natt aa ctantonaci 1395 
RACON TT OW li ncetnenscnawnanenacvensareanianvexcen 395 
GREIMPIONSHID SHIN, aiscusssssscexsasssnexcsass 395 
CBB TA cstinicssnnivcrstainnerastaasaamnacinwies 1295 
ROOT) FRO crassa tiasncvisaveriicciewnrcaanens 395 
CONENGITIAT CIGUIT gsc idisicienavpssavaxeateres 795 
VBI Dal inaaciycdacwaasiniunatanausenne 395 
PAPVEL FLOPIL vasinnarca un easnscesnninpermainausiaeainnces 395 
Cate OF DOO siciinitentdioenncieriontinencins 395 
NS I erst aloes eect icutes eect pancensamis 395 
Heavyweight Champ..............cccccecsseeeees 395 
PRC FO aiccanecacewmnumareteveruenicenvaneecnes 395 
VIECIANEGK (2 PLL) siisnsssanssansvnssndinecensadnes 995 
Mottal KOMDGE) DGG, sosisiciadeviivssscasenevaenas 795 
Mortal Kombat I] DGG sesicicisesecoscisascnvnees 1295 
DU al netseueriacamctenenkieaietnewues 1095 
OB. TUTOGIOON sccccsiivesvesnsnrernnsseccepenncens 995 
COOSIETIONY VV ON ccahisusasscricnsedccacvahmendnaniens 395 
RE FRUIT capac save ccchaeoisiaaoedenaaarerdvetenies 995 
PEDO ON cancnincinnisnenmemeannnnt 395 
PRE OSH ON i cicetivcnsnceccoiemtecawantoictes 395 
PINGING viccsssevsstsndacs saneeniaiasavexeianices 1195 
PROCESO! cn caccacinswrncn ead sunsuinnnuemianeaws 395 
AOS AU eaiccesniterisernentenieeieusees 1595 
SUESE FIGKIOE Wh spiasincasmnargonnascncamaaeaianens 395 
Super Off Road w/Track Super Sprint....395 
DUDEE SON iisnscasincoun evercivaeanivnunans 395 


TOI QUERGIDGGK, scccssssinssscsncpctaveanenzvncns 550 
TSHTURBION GUN scrscssissesscscasansassnacassnsawene 1795 
WITS ciccisiciilnishnecussidsiectita Re anciseniywlanniad 395 
TRS CIV GISE is ia ccisecvnsscsesniatiassrscorecnecens 495 
OGUNN  nssetaiocstianicenteatcincssctionctneeten 395 
CS CIS SIG ss cecasvsatyncevcrccrsennncsnamamaimneusey 395 
WIPE PION ON cima camercioianeuss 1995 
Sit Down Games 
BOGS aaisauicteindna ction tinededignlteleeunananmnamnaane 1295 
GiSCO HOE vccisssusaeisrisatainansniaanmoceonains 3495 
CYDersiod (NOW) sascccsscecccssascewestuvenvaecs 5250 
Daytona Twin (Like New).................. 14750 
TULA icsviticceanicdteeniniernamimanatalcnnes 3295 
BOI OF ciavsncxnrianinerdminnnnacioenectiias 2495 
FE inssccascecudveleaddaipueredncidn 2995 
PR OTE GP wicdecdoainiveseroaemnasancasumeien 2750 
AC SICA cxacesepchaiavwciieearentnvenes 2995 
PIG Fl SIG csiasismcnisncsmacennsvnewinnns 7750 
FUGIS FACE! TWIN ssrsvscsncasessassnasvevverans 11750 
SSE PION picccasdevoncthrnvatiaceadeutvoineadanes 2495 
RSS UANE ACTED GI ideas npinccict strc tials 1495 
DUST MONACO CE soccsvcbcensannicecticrtesuaaws 2995 
PE CAT oatasesercrcnvicivinssnndentensaicwdcoiinad 2995 
Villa RaCinG DeWXG sisinssicasssnesessnecnnccs 8500 
MIVIUE PRACIIG (2 PLD ssvatinctescesicuvevsncnvinens 7250 
Virtua Racing 4 PI. w/Tower ............... 14995 
Videos in 25” Cab 
Dedicated 
CIDE. PONCE shccoieicnaneniaccercviewhnecinins 645 
Gat, 'COMMBANAG iiscccanvssnwcavacansedasarsanvncan 645 
RRO EP WNC vcioncccpienics resi iawanicantetisatiouse 645 
Ail SMOG ascacessncacannseuseciarecascbarcianaivesnnnacake 645 
BOF UT tetas annnieseresienaeiaennianouneien 645 
MEO DOD 2S” MORMON sic saisssvssncasseenenass 2995 
PSs ss cetecncasnleanedeasia cunsenauantbneiienasatamsie: 645 
PAQOR VVC GN saasisiseccascaisanncnccscsavcieeeatmnente 645 
PETE TROUT IOEE cnn sesvcrwncsecactenerestacsionce 795 
POUR GINO RE rscinexcctenncunackasescucienisens 1295 
PEEP ONY -sccctacenenkicasiannverxerenceneniveiss 1095 
IES AY BOUIE cseve ant eassirenpceiendineurioaniaeherenante 1395 
RPE i acdietnisceduouneuaiaanguannsentaweaneaieninss 595 
PCPGIMG! ssscsacncessecvvisssecixsavenceateneaverisaies 645 
SIN OON Sag kaeanancwnnantineaepnnn 645 
SUT IAIOT LY ca ercdeicachiccacrnleathaavenmneiceatadde 645 
hx PIOL TUF iscssesceseceaminscrivesencevesezes 645 
TECHDOW! 2 TV GOIMN6 acscsnsvsoresssacicoensvares 395 
SPEINGS PONS) wi ciessisnesd osu sndandeeopwinaseciaatnatens 645 
TNIVIINETD snvoncainwoccbstitunnetianutenceveniumincadsaynes 645 


(717) 848-1846. Fax (717) 854-6801 
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ABSOLUTE 
AMUSEMENTS atl st- 3 Om -) 3 07 0) \" 1 = 


(303) 452-6452 Listed 


S49 MPU REPAIRS 
Pac Man Tron Tapper Kickman 
Williams Series 4, 6, & 7 
All Bally Pinball 
All Sten Pinball 


$59 MPU REPAIRS 


Defender Scramble 
Q*Bert Donkey Kong 
Williams Series 9, 11, & 13 
All Data East Pinball 
All Gottlieb Series 80 


All Prices include Parts and Labor 
Call For a Complete Price List 


We Moved to a More Central Location 
Please Note our New Address CALL 


DIE SE 
Absolute Amusements TOLL gy RIDES US” HABLA 
1200 Kennedy Drive FREE 1-800-448-6888 Bua 


Northglenn, CO 80234 


MICRO DISTRIBUTORS, INC. 


P.O. Box 1105 LaVergne, TN 357086 * 1-800-764-4276 
SEE RIESE HSPN EE REE LS RE Te BORE SEY MERE ST | ARNE: 









GRIPPIT CRANE 


Adjustable 
Length Of Play * Level Of Difficulty * Price Per Play 
Optional Sound * Lighting * And DBA 








UNIVERSAL VIDEO GAME 
CABINET 


25" Monitor * Jamma Harness 
2 or 4 Player Control Panels * Kit Ready 







GALAXY DART MACHINES 


Displays Top 10 Location Players * Displays Team 
& Individual Names During League Play 
Patented Arachnid Super Spider With Square 
Entry Holes And Thin Ribs Plus A Lot Morel 










Now Distributors Of DURRO DARTS! 
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All New souch atarinclonsteas aig Countertop System 










O65 OOOO 
SOS OOO 
rete eeterete 
CSOSOO A -0lO e $3 See 
CSS ll  —_ <a> ioe 


















Up gra des From New Image ce J Seen y fie so, em Upgrade With New Games 
Countertops Are Available! F ‘ ease Poca a — pase — ae 

£ Pf. ’ & € ; & 2B Individual Game Pricing 
Player Buy-In Incentives ae RA "a Loorccal? to, a is e tities ee eee Sc Sa 2 16 a Of Advertising 









Multi-Hand Blackjack at its best! Just like the Casino’s! 


MICRO MANUFACTURING, INC. 


535 Old Nashville Hwy. LaVergne, TN 37086 
1-800-2'7'7-6G136 (615) "793-5510 Fax: (615)'793-5512 










7re BIG on customer satisfaction 


MANUFACTURING 


KITS AVAILABLE EXCLUSIVELY THROUGH MICRO AFTER HOURS erepr SUPPORT 
Include- Magical Odds (615) 862-9224 
Board, Buttons, Plexi, Hamess And Manual Magical Tonic A Technician Will ane Your Call 












Major Poker Within An Hour 
CABINET STYLES Turbo Poker II 
19" Uprights (2 styles) Lone Star Draw NEED PARTS? WE HAVE THEM ALL! 
13" Mini Cabinets Cherry Bonus III AC Cords To Zener Diodes 
19" Sit Downs é 

Metal Cabinets (3 styles) A Full Line Of Other SIGMA ENTERPRISES 

White Round Top Cabinets Pokers & 8-Lines Are Available! All Of Our 8-Line Boards Are Covered 

9" & 13" Countertop Units If you want it, We can get it! Under Sigma Patent # 34,244 





535 Old Nashville Hwy. LaVergne, TN 37086 (615) 793-5510 Fax: (615) 793-5512 1-800-277-6136 


For amusement only. Not for sale or use in States or Municipalities where prohibited by law. 





CANDY CRANE OPERATORS 


OE A.L.D. SERVICES, INC. O€ 


PRESENTS 
5¢ Creative Hard Goods Variety Pack 


1440 pieces per bag of interesting attractive items to mix in with your candy! 


1-800-777-5874 COD MC VISA 












ELECTRONIC 
SERVICE 


Tech--Must be willing to travel 
entire U.S.A. Requires 
electronics, electrical or 
appliance service exp. New 
vehicle, salary & expenses. 
Call 1-800-325-3353 or fax 
resume 1-314-392-7073 


ELECTRONIC TECHNICIAN: Must have knowledge in Video Game, 
CD Jukebox, Pinball, Redemption, Vending Machines. Must be will- 
ing to relocate to the South Texas area. Competitive salary offered 
based on experience. Please send resume to: 







South Texas Vending Inc. 
4572 North Expressway ¢ Brownsville, Texas 78521 
Tel# (210) 350-5176 « FAX# (210) 550-5188 


FOR SALE 


Coastal Bing O Pops (5) 
$1995.00 EACH 
(new $4195.00 EACH) 
Only 1 Year Old Games 


Metro Amusement 
503-665-1847 





HUNSAKER 


Th 
°-LINE e Source for Seating 


For Your Sitdown Games 


Contact: Gary B. Hunsaker 


(805) 650-0065 


FAX (805) 650-0059 
4475 Dupont Ct., #10, Ventura, CA 93003 


BOARDS 
800-966-9873 
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Circuit Board Sales 


And More! 


1-800-535-898T 
615-256-7748 FAX # 615-256-7523 


Quantity Prices on 
NEW 8-Lines 
as low as 


Ticket Printers 
w/Interface 
1-5 $650 
5 or more $600 





NEW!! 
Foxtronic Pokers $1995 
Draw 80 Pokers $1995 


Merit Superstar $1875 
Riviera Hi-Score $1875 
Turbo Poker II $1395 








YES!! 
WE ACCEPT TRADE-INS 


Ask About _.... Quantity Prices 
... Advance Replacement Warranty 
.. Free Delivery 


335 Hill Ave. e Nashville, TN 37210 
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COINS or BILLS 
Count/Sort/ Wrap 


PARTS—REPAIRS 


ABC COIN (214)377-7100 
8524 Fifth St. - Frisco, TX 75034 


Dollar Bill / Debit Reader 


© Top Quality 

@ Insist on the best 
®@ Give us a Call 

@ Patent #5,227 226 


roducts® 


C&P DISTRIBUTING 
TEL: 219-256-1138 
FAX: 219-256-1144 





a Kit available to Se 
Cherry Master to Master Poker! 
Call 800-517-7711 





PLAY METER 




















‘-° ACTIONMATIC trp Your Source for ... 
P.O. Box 326 1.3" Capsules 
eo Chatham, Ontario (Mixed Colored Tops with Clear Bottoms) 
oo N7M 5K4 Filled or Empty 




















2.3" Round 2.9" Round 
TALKING VENDOR ® near oon oe 
Records in 3 languages alves Same 
7-English 5-French 5 - Spanish 
Vends 
1.3" Capsules or Large Gum 
1° Items 






Small Bulk Items 
Coinage Size - Up to 1.25" (32 mm) 
Machine Size - Height 25" (63.5 cm), 

















Mixes For All Capsules 


* 

















Width 8" (20.3 cm), Depth 8" (20.3 cm) * Milk Caps 

Custom Sounds - Can have your own record * Rings in Holders 

made to say anything for 5 seconds. Up to 4 

dierent sayings on cath aide. Canadian hss for Beaver Vendors 








Talking Vendor (Reg) Trade Mark 
Canada No. 266520 
U.S.A. No. 1221 491 


(VEND) 
Fax: (519) 351-7304 





Phone: (519) 351-2181 





Ask FoR THE PUCK STOPS HERE sy name 


The Original Air Hockey Safety Shield 
e PRACTICALLY ELIMINATES TABLE- 1000’s IN USE THROUGHOUT 
SIDE INJURIES & COSTLY THE USA, UK, CANADA, MEXICO 
PROPERTY DAMAGE AND AUSTRALIA 
e ARCADE TESTED 
e DOESN’T AFFECT TABLE PLAY 


e INSTALLS IN 15 MINUTES WITH 
ONLY A SCREWDRIVER 


CURRENTLY IN USE AT: 
e PUTT-PUTT® GOLF ’N GAMES 
e MALIBU CASTLE © GREAT AMERICA 
e FUN FACTORY © GREEN GAMES 


~~ Ae 


* IMAGINATION LEISURE * DYNAMO x _ U.S. BILLIARDS 


¢ Ask your distributor for “*THE PUCK STOPS 
HERE” by name! 

¢ Insist on the orginal or call direct and save the 
sales tax! 

¢ When your customers’ safety and your liability 
are at stake. . .specify the quality product! 


PLASTITECH PRODUCTS, INC. 
(903) 757-0543 —tongview.1x 75608 1-800-933-0145 


Longview, TX 75608 


¢ Increased player appeal! 

¢ Demand the 9-inch shields with the angle! 

¢ Made from virtually indestructible space age 
material! 

e Increase Revenue ... Decrease lost pucks and 
expense from downtime! 








The Origins 


EAS 


— PERSON rn, TABLE LIFT 





Coin Counters for 
The Coin-Op Industry 





S. PAT. 5,405,236 


CONVENIENTLY STORES UNDER TABLE 
¢ 3” Lift ¢ Heavy Duty 5" Swivel Casters 
¢ Reduce Injury Claims # Reduce Service Calls 
@ Use With Pool Tables, Air Hockey, Foosball, etc. 
@ UPS Shipping Weight 65 pounds 


Order Yours Today! 


800-521-6372 
218-741-6075 
Made in the USA 


=] SCAN COIN 
800-336-3311 
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ATECH 








BEST co. 





a 1-300-306-4263 OO 


BEST PRICE « BEST QUALITY ¢ BEST SERVICE 


















NEW DYNAMO 
Foxtronic Super Poker 
Pool Tables 
Air Hockey 
Soccer Tables 
Solitaire Challenge 
Call for best prices! 


Grayhound 
Candy Cranes 
Call for Pricing 


Printer w/Interface 
Complete Kit $695.00 


T-Kit Ticket Dispenser 
LED Readout $295.00 


Pot O'Silver Pushers 
CALL FOR PRICE! 


NEW POOL TABLE 
REPLACEMENT RAILS 


$99.95 PER SET COVERED 





Location Ready 


Cherry Super 3 N1 
Master | YOUR CHOICE | Foker/Cherry 
w/HSV 300 5 1 09 5 0) 0 Master 
19” Monitor © w/HSV 300 
SHIPPED FREE! 19” Monitor 













BOARDS 
Cherry Master $135.00 
Cherry Bonus III $185.00 
2in1 $195.00 
Poker/21 $275.00 
Super Cherry Master $450.00 
Dynasty $495.00 
W-15 Lucky Bells $575.00 
Magical Odds $735.00 
Lucky Girl $695.00 
Omega Poker $395.00 
Foxtronic Poker $395.00 


CALL FOR BOARD PRICES NOT LISTED 





While They Last 
JCM 
1000 Downstacker 
$359.00 
Sharp 19” Monitor $189.00 
Wells-Gardner 19” Monitor $225.00 


DISTRIBUTOR OF 
MARSeLEISURE*WELLS-GARDNER 
JCM*SHARP*GRAYHOUND DYNA 


ONE YEAR ADVANCE REPLACEMENT WARRANTY ON ALL PARTS 


1642 Piedmont Highway ¢ Piedmont, SC 29673 
Phone (803) 422-0250 or 1-800-306-4263 FAX (803) 422-8903 
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MONARCH'S 
K.W.M. PANEL COIN KIT 


Adaptable to 
many Foreign 
Coins & Tokens 


¢ Meshentsm 















| seket 


+ Convert most video poker, "B-Line" style games 
or just about anything fo ticket output. 
+ Pre-harnessed for Deltronics DL-1275 
or Coinco CDT-10 dispensers. 
+ Programmable pulses per ticket or tickets per pulse. 
+ Unused credit return option. 
+ Auto ticket reload- Remembers tickets owed if 
dispenser runs empty. 
+ 3"x 3" PCB mounts almost anywhere. 
+ Market proven for over 3 years. 
+ Distributor and quanity discounts. 


Timers Available 


Retro-fit Old 
Machines 


Easy Mount 


111/4'H x 51/2"W x 51/2"D 


Available with Security 
Q-Bit Tokens 







Systems 
9 106 Kenwood Rd 
$79.95 Fayetteville, GA 30214 1800/360-1960 


P.O. Box 427, Covington, KY 41012 


1-800-462-9460 





R89-90-91-92-93-94 
SCD COMBO KIT 


10 Disc CD player added to your jukebox 


Existing "Discovery Zone" style 
operation in Fort Lauderdale seeks 
operator with new format idea for 

sale, lease or joint venture. 


Kit includes: Sony COPC 910 CD player/8 times oversampling 


* Kits Priced Right For Small Accounts * 


* 2 types of label insert kits available * 


Store is 12,000 sq. ft. with full 
kitchen facility. Could easily convert 
to family style restaurant with 
playstructure & arcade. 


Call or Fax: 


C&C Games s 


¢ _ 800-551-KITS “> 
“ay, 219-238-4028 9 
Cp % 


“fon on 1ocat'9> 
NTACT CHARLES SEITZ AT 


(305) 942-5474 
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Your independent source for all your 
coin-op needs. From individual equip- 
ment sales to full set-ups... 
Alpha Omega is your answer. 
Representing most manufacturers in 
equipment, money handling, tickets 
and token sales. 
Consulting is also available. 


ALPHA-OMEGA 


AMUSEMENTS & 
SALES, INC. 


Call the Experts 
Ken, Michele or 
Frank “The Crank” 


at 
12 Elkins Road 
East Brunswick, NJ 08816 


(908) 254-3773 
FAX (908) 254-6223 
Est. 1969 


SUPER SPRING SIT-DOWN SPECIALS 


Afterburner s/d ....... 2399 Hard Drivin's/d........ 2199 Radmobile s/d 
Cisco Heat S/d (twin) ...2599 Lucky&WildS/d ....... 3599 Ridge Racers/d ....... 9999 

























Exporters & Domestic Sales 


FINANCING AVAILABLE 
All Reconditioned Equipment 
Directly From Our Own Route 











Cisco Heat S/d (del.) ...2999 Moto Frenzy s/d (twin) 2999 Ridge Racer s/d (twin) .13,999 
Cybersied S/d ......... 5399 MotoFrenzys/d (del.) .2599 RoadRiots/d.......... 2999 
Drivers Edges/d....... 2599 Outruns/d (std.)....... 2699 StadiumCrosss/d ..... 7999 
Final Lap lls/d ......... 5/99. OUTTUN S/O (CEL) ...0.5. $999 Steel Talons s/d........ 1999 
GP RIGEr S/O... . 62.20 5599 Outrunners/d......... 9199 SUZUKASS/G....2..00. 8999 






rere 3/30 






RECONDITIONED REDEMPTON 
Air Hockey Brown 
Animal Land 


NEW REDEMPTION- 
Call for Discounts 
Big Bertha/Buddy Bear 


VIDEO GAMES 
1000 Mile Rally 
DarkStalker 


PINBALLS 
Corvette 
Creature Blk. Lagoon ... 


Chuckles The Clown 
Coin Circus Jr. 
Cyclone 
Dinoscore 
Home Run Hitter 
Mini Dunxx 
Pogger 
Rage in the Cage 
Ribbit Racing 
Roll For Gold 
Skee-Ball/Lightning 
Smart Candy Crane 
Smokin Token 
Speed Ball Rally 
Wheel Em In 
P.C.B. BOARDS 

DarkStalker B Board 


Big Bertha 

Boogie Man 

Bozo Basketball 1 pl. ... 
Can Alley (Bobs S.Rac.) . 
Cat ‘N Mouse 


Five ‘N Line Skilbingo .... 
Full Court Frenzy 
Ken/Barbie Water Race .8899 
Perfect Landing 

Pitch Hitter 

Pop A Ball 

Powerhouse 

Quartermile 

Rock N Bowl 

Shoot Out (Meltec) 
Sidewinder 

Silver Ski 

Simple Simon 

Skee-Ball 6’ 


Super Chexx 
Super Pro Quarterback . . 
Treasure Island 


St. Fighter II 


Super St. Fight. II 
Turbo B Board 
Survival Arts 
Time Killer 


St. Fighter !I|CE Turbo ... 


GP Rider u/r 

Great Slugger 

Lethal Enforcer 

Lethal Enforcer II 

Mad Dog McCree 27” ... 
Mortal Kombat (ded.) .... 
Mortal Kombat II (ded.) .. 
NBA Jam (ded.)........ 1099 
NBA Tourney Ed. (ded.) . 

Neo Geo2pl. ......... 1099 
Neo Geo4pl./6pl. ..... 1899 
Outrun u/r 

Primal Rage (ded.) 

Punisher (ded.) ........ 1099 
Rad Mobile u/r 


Rowe BC 35 

Space Gun 

Space Lords 

Steel Gunner 

St. Fighter Il (ded.) 

St. Fighter Il CE (ded.) ... 
Super Chase 
Super SFIl Turbo (ded.) . 
Title Fight 

Underfire 


Cue Ball Wizard 
Demolition Man 


Flintstones (Wms.) 
Frankenstein 
Freddy Krueger 
Getaway 
Indiana Jones 
Judge Dredd 
Last Action Hero 
Lethal Weapon 
Maverick 
Rescue 911 
Road Show 


Shag Attag 

Star Trek Next Gen. 
Terminator Il 

Tommy 

World Challenge Soccer .1599 
World Cup Soccer 


AUXILIARY PRODUCTS 


Coin Counters/Sorters/Wrappers 
Coin Ace 
Cummins 
Downey Johnson 

Currency Counters/Scanners 

Cummins 
Lynde-Ordway 
Ticket Eaters 
Ticket Scales 


ALL RECONDITIONED GAMES ARE GUARANTEED 60 DAYS-CALL FOR COMPLETE LIST 
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USED GRAYHOUND 


¢ Wood & Metal Singles 
© Jumbo Jrs. .........ccccccceeeeseeeee $1350 


GOOD NEWS! 


Now you can make 
‘1" on every long 
distance collect and 


credit card calls. 
Sign up for Dollar 
Sticker Program 









All Prices Include: 
© Bill Acceptor 
¢ 90-Day Warranty 





lf your desktop payphone 
looks anything like any one of 
these, you can offer long dis- 
tance and make $1.00 on 
each and every call. 








¢ Shopped and Location Ready 










) Just Plug It In 

OR ) Stop Unauthorized Calls 
BUY YOUR OWN 11 Year Warranty 
PAYPHONE! O FCC Approved 


_) Line Powered 


| P "3 Phone Industries 
800-332-9939 

2415 W. Amherst, Bloomington, IN 47404 

812-333-9939 Fax: 812-333-8951 


Celebrating Our 11th Year 
of Service 









Call Classic Inc. 
(800) 833-4667 


WE ACCEPT 


File 94500b 
C F FROST 















Finest Bez 
Bingo ra SE Harness of Quality 

Made , : : ‘ S| Amusement and Industrial 
Today 


Magic Game Miss Nevada 













CUSTOM, JAMMA, 8-LINE 
ADAPTOR BOARDS 
QUANTITY DISCOUNTS 















Service Free Operation Through High Tech Design. 
The finest casino quality Redemption Bingo made in the world. Spe- 
cial configurations include: Token/Coin Distributing, Ticket Dispenser, 
2 Flipper System, Remote Control, & Electronical Key. 
New 2 & 6 Card Machines are available for immediate delivery. 
We also carry a large stock of parts for all the machines we sell. 

















Louise’s Harness Shop, Inc. 
100 Spring Street 
Tuscumbia, Alabama 35674 


1-800-365-1941 
FAX 1-205-381-6180 


















Exclusive Distributors: 
Continental Pinball Ine. 
105 Floyd Ave. Bloomfield, N.J. 07003 
Tel. (201) 429-7050 Fax (201) 378-8095 
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PLATINUM PLUS 
15 AMP 
POWER SUPPLY 


No METER REQUIRED TO 
ADJUST THIS POWER SUPPLY 





RED L.E.D. LIGHT WILL TURN GREEN 
WHEN +5 VOLT IS SET PROPERLY ! 


FEATURING 


+5 V...15 Amp 
+12V...3Amp 
-V...1Amp 
Computer Quality - Low Noise 
Dual AC inputs 115/230 AC 
(selectable) 

COMPLETE overload protection 
Short Circuit protection 
Built-in EMI line filter 
100% Burn-in tested | 
Slim Line, Compact, Light Weight wat 

Stk. No. 30920 - U.S.A. 15 Amp Power Supply 
1 Year Warranty Dimensions: 7" x 41/4" x 1 "5/16" 

Weight: 1.84 Lbs. 


+ + a + + 


+ + 





+ % + 


Patent Pending 


Huntingdon Valley Industrial Center 


BILT inc 3983 Mann Road 


; Huntingdon Valley, PA 19006 
Quality Products (215) 322-3232 (FAX) 215-322-3238 


esi Quality Service 1-800-666-7776 





WISH TO 
PURCHASE 


Johnny Rio-- 
Quick Draw 


Games Etc. 
1-800-THM-GAME 


e All Types 
e Rebuilt 
e Financing 
Amusement Equipment 
Manufacturers Ltd. 


1-800-325-3564 


Ask for Steve, Mike or Ken Laqua 


S-LINE 
a 14 4 § 
BOARDS 
800-966-9873 


Bay Coin Distributors, inc. 


132-10 Jamaica Ave. * Richmond Hill, NY 11418 
Office & Sales: (718) 291-5757 « Parts/Service (718) 526-8383 ¢ Fax: (718) 739-3805 
Welcome Export Customers...Se Habla Espanol 


1-800-576-2646 


UPRIGHTS: 


Killer Instinct 
Primal Rage 33” 
Primal Rage 25” ded. .......... 1995 
Virtua Fighters | 
Mortal Kombat II 
Revolution X 3 PI. 
Revolution X 2 Pl. 
Terminator II u/r 
Lethal Enforcer u/r 
NBA Jam u/r 

NBA Jam Tourn u/r 


NEW KITS 


Street Fighter the Movie 
Capcom X-Men 

Great 1,000 Mile Rally 
Krazy Bowl 

Eagle Shot Golf 


PCBs 


Mortal Kombat | 

Mortal Kombat II 

Primal Rage 

DarkStalkers “B” Board 

Alien vs. Predator “B” Board 
Dungeons & Dragons “B” Board . .200 
Punisher 


NBA Jam Tournament 
Lethal Enforcer w/Guns 


New & Used Pool 
Tables, Air Hockey 
and Shuffle Alleys 





MONTHLY SPECIALS 


Daytona Twin s/d Used 
$14,500.00 


Used Smart Candy Cranes 
$1495.00 


New Cabinets w/25” 
monitor, sliding 
drawer, JAMMA 

Harness, 
Power Supply 
$795.00 
4 Player Panel 
available--add $100 


$100 Pre-pays Freight on 
any game in USA 
(Except Deluxe Videos) 
Spend $10,000 or more, get 
free freight within USA 
(Excluding Daytona) 


MISCELLANEOUS 


Full Court Frenzy w/monitor $2195 
Used New Image Street Game C’top .1095 


Used Grayhound Basketball w/DBA . .595 


PINBALLS 
Stargate 


Road Show 
Corvette 

Star Trek NG 
Freddy Krueger 
Guns n Roses 
Addams Family 
Tales of the Crypt 
Jurassic Park 
White Water 
Rescue 911 

Last Action Hero 
Cue Ball Wizard 


Fish Tales 
Alvin G. World Tour 


SITDOWNS 
Daytona 


Out Runners 

Ridge Racer 33” Single 
Lucky & Wild 

Race Drivin 

Moto Frenzy 

Starblade 

Line of Fire 

X-Men 6 PI. 


ROCK-OLA BLOWOUT!! 
e 4000 Trilogy - $2495 * 
* 5000-X - $2695 * 
Pioneer CJV-55 2 pl 
Used Rowe CD-100 
Used Rowe AMI 
Combo & Vinyl 


WE SERVICE AND WARRANTY EVERYTHING THAT WE SELL! 
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IMONEX* 


NEW 


Coin Validating Equipment 





TIRED OF COIN RELATED SERVICE CALLS? 
INTRODUCING OUR NEWEST COIN ACCEPTOR 


FOR THE ARCADE AND VIDEO GAME INDUSTRY 


THAT PROCESSES BENT OR DAMAGED COINS 
WITHOUT ELECTRONICS OR CRADLES 


@ SIGNIFICANTLY REDUCE 
SERVICE CALLS AND 
U.S. MODELS MACHINE DOWNTIME. 
AVAILABLE FOR THE 
FOLLOWING @ MAINTENANCE NOT 
CONFIGURATIONS: REQUIRED WITH IMONEX 
ACCEPTORS. SAVE THE 
e@ UNDERSIZE TOKEN TIME AND MONEY SPENT 
SWAPPING OUT, THEN 
@ QUARTER AND REPAIRING AND CLEANING 
UNDERSIZE TOKEN ROCKERS AND CRADLES. 
@ QUARTER ONLY @ REPLACES MECHANICAL 
a en COIN ACCEPTOR. 
OVERSIZE TOKEN @ INCREASE REVENUE BY 
@ OVERSIZE TOKENS ae 
e FOREIGN COINS @ REDUCE CUSTOMER 
AVAILABLE -- CALL SOND ABIES GND 
FOR DETAILS 
VANDALISM. 
@ RELIABLE - NO MOVING 


ADAPTS TO A VARIETY OF MACHINES: 





PARTS OR ELECTRICAL 
REQUIREMENTS. 


- ARCADE AND VIDEO GAMES - CAR WASHES, 
- PINBALL - KIDDIE RIDES CONTACT IMONEX 
AND MORE OR YOUR 
DISTRIBUTOR 
FOR EXCEPTIONAL SAVINGS 


ON SERVICE AND 
EQUIPMENT DOWNTIME 


CALL 
1-800-446-2719 


THANK YOU FOR YOUR BUSINESS 





P.O. BOX 519 

KATY, TX 77492-0519 
PH. (713) 391-4704 
FAX (713) 391-4239 


© 1994, IMONEX SERVICES, INC. 


ok ALL YOU, PINB ALL ok ALL YOU, 


C&P DISTRIBUTING ee DISTRIBUTING 





PARTS 4, 455° 


FLIPPER SWITCH ASSEMBLY (L/R) 
MSA-L03/MSA-RO3 $2.75 






ROLL-OVER SWITCH (L/R) 
RSA-002/RSA-003 $2.75 


$9.95 FER 
HUNDRED | 








RAMP MICRO SWITCH 
MSW-009 $1.95 

















3.5" 12 VOLT FAN" 
DC BRUSHLESS 






SPINNER SWITCH 
SPS-001 $1.50 













<P MINI ROLL-OVER SWITCH (L/R) 
a. MSA-005/MSA-006 $1.95 








SPEAKER BLOWOUT! 


DOUBLE CONTACT FLIPPER SWITCH —_ 
: te SPK-002 (6") SPK-002 6") $2. 95, 
| 
) 


LSW-001 $2.50 





SPK-004 (8") SPK-004 8") $3 oD. 


01 X9_ $2.95 
EPROMS 








THUMPER BUMPER 


REPLACEMENT ASSEMELY 





a Ly 






cae 
ae 
ow 
Gi 
b= se. 
s\ 





fi 








8S MEG 42.00 27128 1.25 Ar FOR DATA EAST & ALVIN G. 

4MEG = 9.95 2764 1.65 SS 

2MEG 4.95 2732 1.6§ j $9.95 LOTS OF 40 

IMEG 4.50 2532 2.75 , 

27C512 2.75 2716 1.35 a aati 

27C256 1.95 2708 3.95 eee 
C&P DISTRIBUTING 





QUANTITIES LIMITED AND TEL: 219-256-1138 


PRICES ARE SUBJECT TO 
CHANGE WITHOUT NOTICE. FAX: 219-256-1144 


© copyright 1994 





219-256-1144 








Wholesale Games Inc. 


1220 West Jackson St. ¢ Shelbyville, TN 37160 





2 


“te 





Ry 





* MEMBERS OF AMOA & AMOT, AAMA & GAMOA* 


Full Line of 
latest 8-line 
and poker 
games 


=) MUM olUTICoMVfolelg 





Omegas & Merits 


5 day FREE DELIVERY! 
Call for details 





NEW & USED 
POOL TABLES 








We Do Take 
Trade-Ins 
on Boards 
- eater : and 

Well ieee ae Complete 
| i ia, | rea eo Games 


i eee 





WHOLESALE 





GAMES 

INC. 

Toll free: 1 (800) 526-4723 Now Available 
Local: (615) 684-2209 “Solitaive Challenge” 
FAX: (6 1 5) 684-0144 Legal in ALL 50 States 


Shelbyville, TN 37160 


Call For Free Brochure and Complete Price List on 


Juke Boxes 





PLAY METER 


New and Used Equipment 


Video Games__— Pinball Machines 


We have no quarrel 
with 
those who sell 
for less. 
They know 
what their 
stuff is 


| Jere The 
worth. wl ah Mother Lode Pusher 
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SECU RITY! FROM THE LEADER IN SECURITY 
o FOR COIN OPERATED EQUIPMENT 


Inexpensive, Reliable and 


Versitile Protection for ALL ® 
COIN-OPERATED MACHINES 
SUCH AS: 
eCurrency/Coin Changers ail 7 


eCan Vending : , KIntergrated Impact Detection Alarm System 
eSnack Vending Fo 7 

‘Bottled Water Vending 4 f FEATURES: 

eVideo Games 4 d 4 lable Impact/Abuse Sensor 
ePinball Games 
eJukeboxes 

eCrane Machines 
eAny Many Custom 
applications 


2Vv DC Battery Pack 
§ Door Contact Switches 
id Key (IO2OKA only) 
1-Site Installation 
S Warning Label 
> Year Warranty 


PATENTED 
MOOEL ta99 


3 RAS 
Seesrity Comtrotigs 


Baw Contras Systems, ine 


BRW Control Systems Inc. 
is Model 1020 DA 
1747 East Avenue Q, Ste. D-6, Palmdale, CA 93 Soe / Model 1020 KA 
(800) 235-6740 ¢ (805) 947-8800 ¢ (805) 947- 8859 (FAX) a Model 1050 MAXIMUM 


U S Amusement Summer "95 


Auction RZ eae 
P.O. Box 4819 Louisville, Kentucky 40204 Scnedule 
JUNE 3 | Video Games, Darts, JUNE 10 


Pinball Machines 
‘ ‘ : Denver, CO : 
Indianapolis, IN | Juke Boxes, Pool Tables (Brighion) Adams County Regina ark Comple, | 


Sie! rei Kiddie Rides, Redemption, tah Avenue, 1 mile west of US. 85, 
Cellular: 317-432-7626 | Geelatecwleemeleer mete 
Reorder Tone Dial: 502-551-1866 much more! Reorder Tone Dial: 502- 951- 1866 


9 November 18 For fares information contact: 
Co , OH Indianapolis, IN Auctioneer: Bill Hughes, P.O. Box 4819 - Louisville, KY 40204, 502-451-1263 
Ohio State Fai 
SESE Indiana State Fairgrounds =| sales Manager: Jeff Schwartz - 502-456-1600 - 24 hr. Fax: 502-897-7771 


16 ¢ Not An Auction e No 25 
Dara pened October 14 Des Moines, IA Auction Information: 
Sa Denver, CO lowa State Fairgrounds e All auctions begin at 10 am local time. 
21 - 25 (Brighton) Adams County December 7 ¢ To consign games for sale: bring to the Auction site on the Friday before the 
AMOA Expo ’95 a ae a Cle auction between 9 am and 9 pm. 
New Orleans, LA October 28 ee i ¢ Removal of all equipment by Saturday, midnight. 
¢ Not An Auction e Chicago, IL aren 
50 Pinball Collectors Auction December 9 Terms and Conditions: 
ae Ramada Inn-OHare Columbus, OH Acceptable Payment - Cash, Cashiers Check, Travelers Check, Personal or 
Indiana State ee oil 10% Buyers Premium Ohio State Fairgrounds Company Check with Irrevocable Bank Letter of Guarantee, Visa, MasterCard or 
(en Discover. 
 October7 November 4 Fall °95 =| 4% Buyers Premium 
Clemeton, N _ Columbus, OH Ss by dl i 4% Discount for payments in Cash, Cashiers Check, Travelers Check, 
East of Philadelphi Ohio State Fairgrounds Cneauie | rersonal or Company Check with Irrevocable Bank Letter of Guarantee. 
: : ; Applicable state and local sales taxes must be collected unless you provide a 
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The ULTIMATE 


Line Game.. 


“GOLD MINE” 


*4 Extra Lines* 


Fully compatible with existing line games 


(For amusement only) 


Call: 7 (S800) 988-7396 leave message 


Distributors Wanted 


Don’t be BLUE when you can make your 
competitors GREEN with envy from results in 


Play Meter's 
SMONEY PAGESS 


Contact Carol Lea 


(504) 488-7003 
FAX: (504) 488-7083 


(Deadlines are the 15th of the month) 
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AUTHORIZED PARTS AND Peg e 
SERVICE CENTER rh o . 
Taito Sega ‘~) oe - 
Konami Fun Merchants 4 oS 
SNK Elaut Pag 
Namco Rowe MODEL: HT-14 a 


Merit APC 
Atari Dixie Narco/Ardac PROGRAMS 
Crompton American Laser Games 2.732 - - 27C08 
Bally Lt.8 , 
Midway Arachid 
Williams Skeeball 
Capcom 





* 30 Day warranty on repaired items * 
* Average repair cost under $100 * 


For fast and reliable service contact 


EXPO 
v S 
ry %& 


BETSON ENTERPRISES Ey X-) ae 
303 Paterson Plank Road o rr 
Carlstadt, NJ 07072-2307 4 
800-524-2343 BESO 201-438-1300 
C&P DISTRIBUTING = 
PF) comsams ummeo ano TEL: 219-256-1138 os, Ce) 
Chant WMO Noh. FAX! a19asb-t1a4 © he =a 





REST EASY : BURR 


You're Covered by NKRA 


National Kiddie Ride Association Bally's e IGT's e Sigma's e Universals 
P.O. Box 104625 : Ay she ‘ 
Jefferson City, MO 65110-4625 Top quality, reconditioned or as is condition machines 


and service after the sale. 


OF-\ i (o) are een eicicomisitiale p 


Over 1000 Were Tame yele.¢ 


2 | & J ) ROR Hit the Jackpot 
with our slots! 


Call 1-800-677-6572 


for - oe neal 249 Blue Ridge D (pee Orange, Virginia 22960 
es a) ela) Midsalboieas, Phone (703) 672-4500 * Fax (703) 672-4563 
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GAMES OF TENNESSEE 


FREE DELIVERY Countertop with Ticket Dis- 
We Do Take TO SOME AREAS! penser 
Trade-Ins Call for Details 


Full Line of QUALITY 
puke Boxes latest 8-line TECHNICAL 


and poker 


Video Game games SERVICE 


es 
pinball wach" 


NEW 

& 
USED 
Equipment 





=} Ur Moleri(omtfolelg 


Omegas & Merits 


G Th e Our years of manufacturing experience can build 


your next game better. Inquiries invited. 








Player appeal, deal 

after deal... 
Solitaire Challenge 

Now Available 

CALL TODAY _Dynamo’s 
FOR “Solitaire Challenge” 
FREE Legal in ALL 50 States 
BROCHURE = 
Member of 


Call Toll Free: 
sree 1-800-456-6882 f=nrors! 


* SELL GAMES OF TENNESSEE 





tie 1220 West Jackson St., Shelbyville, TN 37160 
a _ Phone (615) 684-0100 FAX (615) 685-0144 
VISA ard 
in SE 4 
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Harness of Quality 


Amusement and Industrial 


CUSTOM, JAMMA, 8-LINE 
ADAPTOR BOARDS 
QUANTITY DISCOUNTS 


Louise’s Harness Shop, Inc. 
100 Spring Street 
Tuscumbia, Alabama 35674 


1-800-365-1941 
FAX 1-205-381-6180 


LOW COST ¢ HIGH RETURN 
DESK TOP COIN PHONES 


144g ~~ 
& ee - es 
hoe 


- —~ om 6 = 


BEST WHOLESALE PRICES IN a 
WE WILLNOT BE UNDERSOLD! 
FORGET THE REST, CALL THE BEST! 


G-TEL 


713-550-5592 





LATINO Jukebox Top 30 
FOR MONTH ENDING APRIL 1995 


COMPILED FOR COMPACT DISC 
JUKEBOX OPERATORS 
g TITLE ARTIST 


2 
iF [eeeroe correo 
a F-[nstscrntsoetar vero Forman 
5 [-[-wsmeroaesn cates 
ef [reer___—_—tewesaere 
7 [eee eee 
a [7 [moves onsen eee 
a [s[mever __wecaie 
fo] [estore sos 
TF [ecmenmceas eens 
a [emer 
[|e [aerate ear 
” 

{[5 [= [recmronremaer camo 
fle [renee Scarce 
[7 [remeottonsor __enmen 
Ec 
oF [Seno sana 
fo] [ametieomr wan 
Ec 
Ec 
i [aero seenvoncas 
ES 
[asec naaaoeaner 
7 [eee ace 
a [een rear 
oF [een seem 


SAMPLING BY THE 
LATIN JUKEBOX, G.GROVE,CA 
BASED ON ACTUAL 
JUKEBOX PLAY REQUESTS. 





HIS CHART 
ST CHART 





Fax 713-550-1028 
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TO ORDER CALL I-800-LATIN CD 


JUNE 1995 


VIDEO CONNECTION 


1150 INDUSTRIAL PL., #110, DIXON CA 95620 


COMPLETE FACTORY KITS 


ALL KITS CONTAIN: Legal P.C. Board, Marquee, Overlay, Wire Harness, Stick, Buttons & Instructions! 


Mortal Kombat 3 (Hottest New Piece) 

Street Fighter the Movie (New Digitized Graphics) 

Killer Instinct (2 Pl., Now an Amazing Kit) 

Tekken (2 Pl., Polygon Graphics like Virtua Fighter) 

Raiden DX...1295 or Raiden Il...895 or Raiden 

Gals Panic Il (Vert. Digitized Models Strip to Buff)....1050 
X-Men (2 PI., Capcom’s Newest “B” Board System) ....995 
Great 1,000 Mile Rally (Driving Masterpiece) 

NBA Jam PCB & Marg....395 or NBA Tour.Ed. Kit 

Krazy Bowl (Newest Bowling Action) 

Eagle Shot Golf (Excellent for Bar or Tavern) 

R-Shark (2 PI., All New Shooter Like Raiden Il) 

Tetris (2 Pl., Best Novelty Piece Ever!) 

Mortal Kombat Il (2 Pl., #1 Hit Kit for 1994) 

Warriors of Fate (2-3 PI., Medieval Masterpiece) 

Blood Storm (2 Pl., Outrageous Battle to the Finish) .... 

9 Ball Shootout (Excellent New Pool Game) 

Cool Pool (Strip Tease Pool Tavern Pieces) 

Aero Fighter (2 PI., Excellent Airplane Shoot-um Up) 
Capcom Bowling or Coors Light Bowling 

Blood Bros. (2 Pl., Cowboy & Indian Shoot-um Up) 

Bloxeed (2 PI., An Enchanced Version of Tetris) .... 
High Impact....195 or Super High Impact (2-4 PI.) 

Earth Defense Force (2 PI., Full New Space Kit)......275 
Martial Champion (2 PI., 10 Fighters w/ New Moves) ..275 
Mortal Kombat (2 PI., #1 Hit-Full Kit) 

Big Event Golf (Excellent Bar Piece) 

Captain Commando (2-4 PI., Top Capcom Piece) 250 
Strider (2 Pl., Excellent Space Adventure) 


World Cup 90 (2 PI., Excellent Soccer Action) 195 
Time Killers (2 Pl., Warriors Battle to the Death)....195 
U.S. Classic (Top Notch Golf w/trackball) 195 
Cal. 50 (2 Pl., Superb War Game Shoot-um Up) ....195 
Caveman Ninja (2 Pl., Dinosaur Cartoon Action) 195 
Mutant Fighter (2 PI., Soace Mutant Wrestlers) 195 
MVP or Major League (Excellent Baseball Action) ....195 
Street Fighter Il Champion Edition (Full Kit) 175 
Team Quarterback (2 PI., Excellent Football Action) ..150 
Relief Pitcher (2 Pl., Ex. Realistic BB Home Run!) ...... 190 
Rim Rockin Basketball (2-4 Pl., Super Sports Action) 150 
Arch Rivals (2 PI., Basketball Brawling Action) 
DarkStalkers or S.F. Turbo (“B” Kit w/exchange) .... 
Alien VS Predator (2 PI., “B” Board With Exchange) ....95 
Ms. Pac Man (table, upright, kit or PCB) ......Makes Money 
Defender, Stargate, Joust, Robotron, kits 


Classic PC Boards 
--Bought and Sold-- 


Neo-Geo 1, 2 or 4 Slot (with one free cartridge) Reduced 
Samurai Shodown Il (Hottest New Cartridge) ....250 
King of Fighters..195 or Super Side Kicks Ill....375 
Street Slam (B-ball).....395 or Bust A Move 

Fatal Fury Ill 395 or Double Dragon 


We Will Meet or Beat Any Price!! 
EXPERT VIDEO GAME REPAIR 


Galaga or Ms. Pacman (Ded. U/R in mint condition) ..CALL 
Great 1000 Mile Rally (Driver w/New 25” Monitor) .. .1795 
Gal’s Panic II in 13” Merit Color C/T 

9 Ball Shootout (Ded. Brand New w/25” Monitor) . . .995 
New California Turbo Cabinet w/25” Monitor 

(2) Neo-Geo 1-Slots in Nintendo Dual Monitor Cab . .795 


**FREE--FREE--FREE** 


New Catalog--Just Printed 


** FREE KIT ** 
with the order of 3 Kits 


(call for List) 


MS Pac or Centipede Cocktail Tables 

Afterburner (Ded. Flying Masterpiece) 

Enduro Racer (Motorcycle w/handlebars) 

Pole Position Il or Badlands or Top Speed 

Merit Pit Boss or TronTeck Casino Countertop . 495 
Arkanoids (Merit 13” Color Countertop) 


Sé Habla 
RS) oF: bale) b 


We do Expert Conversions 


Call Toll Free: 
1-800-44-Hot-Kits ¢ (1-800-444-6854) 
Ph: (916) 678-5189 ¢ Fax: (916) 678-1313 


ws BUY*SELL*TRADE 


CALL FOR OUR FREE CONVERSION KIT 
NEWSLETTER (OVER 200 KITS LISTED!) 





CALENDAR 


June 9-11 
Illinois Coin Machine Operators 
Association Annual Meeting, 
Lake of the Ozarks, Mo. Contact 
ICMOA, (708) 369-2406; FAX (708) 
369-2488. 


June 25-27 
Wisconsin Amusement and Music 
Operators Convention and Trade 
Show, Green Lake, Wis. Contact 
WAMO, (414) 277-9266; FAX (414) 
276-7704. 


July 21-22 
Pennsylvania Amusement and 
Music Machine Association An- 
nual Convention and Show, 
Champion, Pa. Contact PAMMA, 
(800) 521-7778 in Pa., or (717) 232- 
5322; FAX (717) 232-1544. 


August 24-25 
Ohio Coin Machine Association 
Annual Conference, Columbus, 
Ohio. Contact OCMA, (614) 888- 
9772; FAX (614) 888-9767. 


September 21-23 
Amusement and Music Opera- 


AD INDEX 


American Changer 
American Sammy 
American Vending Sales 


Benchmark Entertainment 
Bob’s Space Racers 


Cash Code 

Chicago Lock 

Chugai Boyeki 
Cleveland Coin 

Coin Concepts 

Coin ConneXion 
Competitive Products 
Dale Electronics 
Deltronic Labs 


pagie Machine Co. ss. 6. e.8.. 88 
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tors Association Expo ‘95, New 
Orleans, La. Contact AMOA, (312) 
245-1021; FAX (312) 321-6869. 


October 7-9 
5th Fun Expo, Orlando Conven- 
tion Center, Orlando, Fla. Contact 
Bailey Beeken, (914) 993-9200; 
FAX (914) 993-9210. 


October 16-18 
World Gaming Congress & Expo, 
Las Vegas Convention Center, 
Las, Vegas, Nev. Contact Alan 
Liebensohn, (212) 594-4120; FAX 
(212) 714-0514. 


October 18-22 
Miniature Golf Association of 
America Convention and Semi- 
nar Program, MGAA World Cen- 
ter and Prime Osborn Conven- 
tion Center, Jacksonville, Fla. 
Contact MGAA, (904) 781-4653; 
FAX (904) 781-4843. 


October 19-21 
National Automatic Merchandis- 
ing Association National Conven- 
tion and Trade Show, Dallas, 


PERS OR Sick chin bree Moe eS 135 
Fun Expo 
Fun Merchants 


Great American Billiards 
Hi-Max Technology 


Imagination Leisure 
J&J Amusements 
Just Kiddie Rides 
King Plush 


Laramie Interests 

Laser Star Technology 

Lazer-Tron 

Machine-O-Matic 

PT SS, ARR IE AES Gl ROR 64 
Mayoni Enterprises 


Merit Industries 
Metro Milk Caps 
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Texas. Contact NAMA, (312) 346- 
0370; FAX (312) 704-4140. 


October 19-21 
World Waterpark Association 
Trade Show, Orlando, Fla. Con- 
tact Patty Miller, (913) 599-0300; 
FAX (913) 599-0520. 


November 2-4 
North Carolina Amusement Ma- 
chine Association Convention 
and Trade Show, Benton Conven- 
tion Center, Winston-Salem, N.C. 
Contact Jennifer Murphy, (800) 
258-6711. 


November 14-18 
International Association of 
Amusement Parks and Attrac- 
tions 77th Convention and Trade 
Show, New Orleans, La. Contact 
IAAPA, (703) 836-4800; (703) 836- 
4801. 


For international events, see “Inter- 
national Scene.” 


New Orleans Novelty 
NSM-America 
Oriental Trading 
Planet Earth 
Entertainment 


Premier Data 

Rainbow Cranes 

Rebecca’s 

Ride Development Corp. ........ 121 
Rock-Ola 

Rowe International 

Sega Pinball 

Seidel Amusement 

Silent Partner 


Star Track Plush 
Success Plush 


Time Warner Interactive . 
Tuning Electronics 
Ultrazone 

Valley Recreation 

Van Brook of Lexington 
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Introducing asel al Idd) C 
If you think the Rowe/AMi LaserStar series got atten- ‘ Oo” 
tion in the past, wait until you see the Diamante. This @QROWE (ii 


new jewel of the LaserStar line is so beautiful it will 


75 Troy Hills Road, Whippany, NJ 07981 U.S.A. 


iatel t t off. Thi 
immediately grab center stage and never get o 'S (001) 887-0400 Fax (201) 887-2851 


spectacular diamond will play and play to the tune of 
Rowe International Sales 


203 Swan Road, Hanworth, Middlesex TW13 6LL 
See your local Rowe/AMi music operator for details. | Great Britain 081-893-8300 Fax: 081-893-8600 


increased profits. Now, that’s a really beautiful sound. 














COPS 


"What 'ya-gonna do-when they come for you?” 





THE FIRST EIVE ACTION SIMULATOR BASED ON A HIT TV SERIES. 


COPS is a new form of entertainment: 


eae Built-in recognition and appeal across all ages. 
== Players select driving or shooting action. 

=e Over 30 minutes of start to finish game play. 
ae Features the popular "Bad Boys” theme song. 


Unigue cabinet and controls: 
=== 33-inch monttor simulates a big-screen 1V. 
=== Realistic gun control and feedback steering. 
=a High quality Bose speakers. 


Operator Benefits: 
ea Update discy"’COPS IN NEW YORK"’ 
in Production. 
a= Operator selectable ticket/redemption feature. 
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DRIVING DRIVING Taleleual, iC) 
L AND 

a" ; SHOOTING 





NIGHT-SGOPE 500; 


Atari Games/Time Warner Interactive 75 Syeamore Drive Milpitas, CA 95035 
Phone: (408) 434-3700 Fax: (408) 434-3776 








